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These distinctive LeStage mesh 
bracelets, duplicating Karat gold styles, 
are fashioned from 1/20-12k gold filled wire, 
permitting them to sell in the popular $4.50-$9 retail 
range. Made in soldered edge mesh, round and braided styles, 
they have a unique adjustable catch. With matching necklaces, pre- 
sented in striking gift packages, they make smart fashion ensembles— 
packed with selling appeal. Ask your Wholesaler for a representative 
assortment. Made by LeStage—your style and quality safeguard in gold 
filled Chains of all descriptions, Lockets, Knives and Baby Jewelry. 
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SPEAKING OF 


OPAZ is getting a great “press” 
and a vast amount of radio and 
newsreel publicity these days, with 
one great after another 
placing on display gigantic crystals 
from Brazil. 
The first of these glamor stones 


museum 


was acquired last fall by the Smith- 
Institution at Washington, 
350,000- 
carat crystal in its possession was 


sonian 
which announced that the 


a 
- 


YOUNS ay) 


systisonn 





the largest topaz ever known. A pic- 
ture of this acquisition, published on 
page 141 of J.C.-K. for September, 
1939, showed the crystal on a table 
and nearly obscuring a young woman 
standing behind it. 

Weight of the Smithsonian topaz 
—153 pounds. 

Harvard University made _ head- 
lines last month with the announce- 
ment of a still larger topaz, 18 inches 
across its base, white in color with 
inclusions of dark manganese in par- 
allel streaks. Mineralogists said that 
its formation must have required ex- 
traordinarily stable conditions for a 
period of a million years or more 
for it to reach its proportions. 

Weight of the 
225 pounds. 


Harvard topaz— 


This publication can say that an- 
other museum soon will display a 
topaz crystal vastly masta- 
donian than even the Harvard prize. 

Weight of the 
weight champion—? ? ? 


more 


“e %? 
mystery” heavy- 
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THE 


JEWELRY TRADE 
66 VERYBODY’S interested in 
said the 
Tacoma, 


the temperature,’ 
manager of Mahncke & Co., 
Wash., 
best attention arresters is a four-foot 


“so we have found one of our 


thermometer hung outside our store, 
at a height where it can easily be 
passing. Practically 
everybody pauses momentarily. This 


read by all 


thermometer is in a frame and at the 
top is a card with our name, address, 
and telephone number in plain black 
letters, and just below it a photo 
taken in our establishment, showing 
a breakfast table set with the china, 


glass, and silver, as well as electric 





table appliances—all of which are 
sold by us. The photo is frequently 
changed, but it always shows some 
point of interest in our store—per- 
haps a table set for a bridal feast; 
a handsome necklace, two boys ad- 
miring a wrist watch one has just 
received, a bunch of girls bearing 
gifts for a crystal shower. We en- 
deavor to make these pictures of 
human interest, and to inculcate the 
idea that it is the gift store ideal.” 


© © 


HE  Kortz-Lee 

with stores in Denver and 
Pueblo, Colo., have taken an old 
window display idea and moved it 
inside to sales counters, adding in- 
novations that make it peculiarly 
forceful in stimulating watch busi- 
ness. 

Side-by-side comparisons of the 
old with the new—long good for 
window treatment—are the basis for 
a current campaign which depicts, 
with periodical changes, the old- 
fashioned locomotive, as compared 
with the modern streamliner; the 


41 


Jewelry Co., 


first airplane that successfully sailed 
aloft in the United States, as com- 
pared with the latest type of trans- 
continental airliners; the old-fash- 
ioned gas buggy cranked on the side, 
as compared with 1940 models; a 
watch presented to some one’s grand- 
father as a graduation gift as com- 
pared with the slim elegance of this 
year’s timepieces. 

Each display is aided with copy 
such as: “You wouldn’t drive a car 
like that” (finger pointing to old 
model) so why wear a watch equally 
as antique: ask to see some other 
modern models!” Each display is 
made with models and centers on 
watch promotion. 


© © 


HE recent decision by the Na- 

tional Association of Credit 
Jewelers and the American National 
Retail Jewelers Association to merge 
their annual jewelry shows brings to 
attention a rather interesting coinci- 
dence. 

It is not only a coincidence, but 
also a striking illustration of the 
futility of trying to draw the line be- 
tween “cash” and “credit” jewel- 
ers nowadays, when practically 
all “cash” jewelers are selling on 
“budget plans.” 

For, believe it or not, Myron 
Everts, the president of the “cash” 








jewelers’ association, ANRJA, is 
listed as a credit jeweler in the cur- 
rent edition of the directory of the 
Jewelers Board of Trade, while 
Ralph Roessler, head of the credit 














jewelers’ group, is classified as a 
“cash” jeweler. 

As Mr. Roessler said in his in- 
augural talk last September, the line 
of division is not between cash jewel- 
ers and credit jewelers but between 
those who have ethics and those who 
haven’t. The basis on which they 
collect their accounts is merely a 
detail. 

Both groups can and should work 
together for the common good, and 
both are to be congratulated on the 
good start they have made in that 
direction. 
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66 [| F we could fuse a year’s pro- 
duction of diamond rough into 
a single cube, it would be about two 
feet five inches on a side, while the 
gravel or rock from which it was 
won would be 774 feet on a side,” 
declared Sydney H. Ball, New York 
mining engineer, before the Royal 
Canadian Institute. “This is the la- 
bor of some 15,000 whites and 110,- 
000 blacks or other natives. 

“But only a small part of these 
7,000,000 carats is fit for milady’s 
jewelry; almost one-half of it is so 
badly flawed or off-colored—we call 
it bort in the trade—that it can only 
be used industrially. A further 25 
to 30 per cent is off-colored or 
flawed, but is still material which 
makes rather showy jewels, eagerly 





purchased by the South American, 
Eastern European and Indian trade. 
The remaining 25 per cent is good 
gem material, but most of it is small 
and only fit after cutting, as jewelry 
mountings. ... 

“To produce the one-carat_ bril- 
liant or emerald-cut a piece of rough 
must weigh at least two carats, for 
the average loss in cutting is 55 per 
cent. Such fine large stones make 
up but 5 per cent of the total, and 
after being cut but 21% per cent, or 
say 150,000 carats. 

“The number of fine stones of 
one carat or more available for sale 
annually is not much over 100,000. 

“The world’s all-time diamond 
production has been about 243,000,- 
000 carats, or 53 tons. This is equiv- 
alent to a cube 714 feet on a side, 
but from this there could be pro 
duced only about 10 cubic feet of 
fine cut gems of over one carat.” 


© © 


66 HOSE who have viewed with 
alarm the growth of consumer 
debt during the last few decades 
have generally misunderstood the 
true nature of this phenomenon,” 
says Rolf Nugent, director of the 
Department of Consumer Studies of 
the Russell Sage Foundation. 
“Unfortunately,” he said, “the 
word ‘debt’ carries the wrong con- 
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"My fiance told me | was worth my weight 


in gold. 


How much would that be?" 





notation. ‘The individual items that 
make up the total amount of con- 
sumer credit at any one time do not 
generally represent promises to pay 
for a lot of dead horses. On the con- 
trary, most of the horses are very 
much alive, supplying transportation, 
refrigeration, and entertainment, or 
lightening the burden of housekeep- 
ing for the obligor. 

“Jewelry and works of art may 
produce a lifetime of enjoyment, 
automobiles and refrigerators may 
continue to produce useful services 
for almost a decade, articles of cloth- 
ing may last many months or even 
years, and even a sack of flour or an 
order of canned goods may be con- 
sumed over a period of months. 

“In general, the growth of con- 
sumer credit has been accompanied 
by an increase in consumers’ inven- 
tories of unconsumed goods. The 
consumer has expanded both sides 
of his balance sheet, not plunged 
irresponsibly into debt.” 


© © 


AR-SIGHTED 


manufacturers are 


merchandising 

methods of 
given credit for a ten per cent in- 
crease in his watch department last 
year by Dr. John I’. Cowardin, pro- 
prietor of Wm. H. Cowardin Sons, 
in Richmond, Va. Based 
his own profitable experience, Dr. 
Cowardin believes that watch manu- 
facturers are helping retailers by 
these basic policies: 

Creating and advertising new de- 
signs so that people are style-con- 


upon 


scious of watches. 

Advertising prices nationally so 
that the evils of price-cutting are de- 
creased and the retailer can make a 
fair profit. 


© © 
EONARD GRAMZA, part owner 


of a jewelry store at 1118 
Broadway, Buffalo, believes honesty 
should be rewarded. He offered Ed- 
ward Olejniczak his choice of any 
watch in the store after the latter 
summoned police when he noticed a 
broken window in the shop at 3:30 
a. m. as he happened to be passing 
by. Mr. Gramza found that $600 
worth of jewelry in the window was 
intact. “An honest man like this 
should be rewarded,’ Mr. Gramza 
said. A large chunk of ice, propelled 
by the wheel of a passing automobile, 
broke the window. 
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Fashion Window Sells Jewelry 


by J. MARTIN YOUNG 


HE realization that nothing short of an earthquake 
will make a woman pass up a preview of the newest 
fashions, gave Mr. Egger of Hardy & Hayes Co., Pitts 
burgh jewelers, a window display idea that has proved 
to be one of the most successful the store has ever used. 

The idea was to tie-up jewelry with the newest fash- 
ions in women’s clothes, and show them together in the 
store’s window, thus pointing out the essential part that 
jewelry plays in creating a fashionable appearance, and 
suggesting the purchase of the appropriate adornments 
to accompany the new costume. 

To make the idea effective, it was necessary, of course, 
to show the new fashions while they were still at their 
newest, and to change the showing frequently to main- 
tain interest and to impress women with the realization 
that the windows actually were “advance showings.” 

Since actual dresses in the very newest style ideas 
are not always readily available, Mr. Egger hit upon the 
thought of drawing upon the top fashion magazines for 
his themes. 
Harper’s Bazaar, and Mademoiselle is gone through 


Each issue of such publications as Vogue, 


carefully as soon as it is delivered and pictures of suit- 
able styles are selected. Then a local artist paints a 
picture of a girl wearing that style with appropriate 
jewelry painted in. Sometimes the actual jewelry itself 
is fastened to the picture. 

Then the picture is placed in a frame at the back of 
the window and the jewelry pieces displayed on plat- 
forms and fixtures in front of it so that the customer 
can inspect them more closely. The photograph at the 
top of the page shows a typical arrangement. The pic- 
ture measures 21 by 28 inches. A new one and a new 
selection of jewelry is used each week. 
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Mr. Egger suggests that if a jeweler in a small town 
cannot enlist the services of an artist he may be able to 
get the best women’s clothing store in his town to deco- 
rate a window in his jewelry store, then use jewelry to 
match the dresses used on each model. 
will give the clothier and his company a credit line in 
the window, that is, by putting a little sign in the win- 
dow saying the clothes used in this display were loaned 
by so and so, the clothier is usually glad to cooperate. 

But the portrait is much more effective. And most 
retail jewelers should be able to have one painted for 
them for $10 or $20, Mr. Egger says. 

A mention of the fashion window is included in every 


If the jeweler 


Hardy & Hayes advertisement whether or not any of 
the jewelry displayed in the window is shown in the ad. 

To keep the displays timely, styles are always shown 
at the start of a season. For example, in August a win- 
dow would include the newest in furs along with the 
jewelry to be worn on clothes during the fall and winter. 
During the late winter months, spring clothes and 
jewelry to match is displayed. 

Several times during the year Hardy & Hayes used 
the painting of a man with a display of men’s jewelry 
and found that the masculine element, too, is decidedly 
responsive to the fashion appeal. Because of the small 
changes made in the window display—the background, 
trimmings, etc., being similar each week—the expense 
and time required to dress a window is kept down to a 
minimum. 

The old saying that: “clothes make the man—and 
woman is true. Now Confucius say: “Jeweler 
who put new fashions in clothes and jewels in window 
put many dollars in cash register!” 

















EWELERS'’ sales during the 1939 Easter season 

were 26 per cent higher than in 1938 according to 
a survey just completed among retailers in New England 
and the Middle Atlantic states; the industry estimates 
that 1940’s Easter volume will be at least 15 per cent 
better than 1939. 

This seems reasonable in the light of recent perform- 
ance, for jewelry retailers not only averaged 18 per cent 
greater volume during the recent Christmas season over 
that of the previous year, but—more significantly—after- 
Christmas business held up much better than was the 
case a year ago. This indicates that jewelry sales mo- 
mentum is not merely continuing but growing. 

Moreover, almost without exception, jewelers report 
that better grades of merchandise are being sold—that 
the public is interested in better quality and willing to 
spend more in order to get it. Obviously, therefore, the 
average amount per sale is increasing and the jeweler’s 
gross margin per sale along with it. 

Of course, Easter doesn’t nearly approach Christmas 
in volume of sales, but its sales are growing year after 
year, and it offers a splendid opportunity for the alert 
merchant to build up volume at another season and so les- 
sen his vulnerability in having to depend upon Christmas 
alone for an overwhelming proportion of his year’s vol- 


ume, 


Advertise and display children's goods 





Two types of Easter buying are observable—gifts, and 
purchases by men and women for their own adornment 
at this season when it is traditional to step out in new 
finery. About 60 per cent of the Easter gifts are bought 
for children. Silver baby spoons, mugs, porringers, 
child’s china and other baby pieces averaged a 35 per 
cent increase in 1939 over 1938 with expectations of a 
further step-up in 1940. Moral: Feature children’s goods 
in your window displays and advertising during the next 
two or three weeks. 

Jewelers reported that flower vases, floral girl figures, 
or any item that will hold flowers are good sellers. They 
went well last year and are expected to click again this 
year. Since flowers are an expression of the Easter 
spirit and harbingers of spring, quite naturally anything 
used with flowers has selling “oomph” at Easter. An- 
other heavy seller last year were Madonnas and other 
religious subjects on earthenware and porcelain wall 
plaques. Perfume bottles and perfume sets were big 
sellers, too, probably because Easter is flower-time and 
flowers give perfume. Perfume pieces in decorated porce- 
lain and crystal went well. 

Jewelers are at last realizing that men’s jewelry has 
come back into favor and are pushing scarf pins, rings, 
pearl stick-pins, cigar lighters, cigarette cases, collar 
clips, wallets, gold belt buckles, and the like. Christmas, 
1939, business on men’s jewelry was 27 per cent higher, 
on the average, than similar sales in 1938. If this is 
considered a yardstick for measuring the trend of Easter 
business, jewelers had better stock up heavily, because 
Easter is a time when the male of the species as well as 
the female steps out in new adornment. 

In fact, most of the jewelers contacted stated that 
they expected men’s jewelry to hit a higher volume this 
coming Easter season than the Christmas just past. 
Easter business on men’s jewelry in 1939 was about 20 
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per cent higher than Christmas business in 1938, which 
would indicate that Easter is ear-marked as the big sea- 
son for men’s jewelry. Department stores and haber- 
dashers have been getting too much of this profitable 
business and it is time the jewelers made an aggressive 
attempt to bring the coals back to Newcastle. 


Easter, March 24, earliest in 27 years 


Another favorable factor is the coming of Easter this 
year on March 24, the earliest in 27 years, as it offers a 
splendid opportunity for profitable post-seasonal busi- 
ness. Herein lies one reason why many jewelers look 
forward to Easter selling with as much eagerness as mer- 
chandising at Yuletide. Christmas is a season in itself 
with Christmas the finale. All merchandising is planned 
to that end. Easter is not only a season but a gateway 
to spring buying, two seasons in one. March 21 is the 
date-line of spring but Easter is the day that Jane puts 
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“on her Easter bonnet with all the frills upon it.” Easter 
stimulates spring buying, even when it comes late in 


April. Jewelers who report best results plan their buy- 
ing and selling promotions for the two seasons simul- 
taneously. 

Forty per cent of the jewelers reported that their 
sales, last year, were higher the month after Easter than 
the month before, which shows that it is unwise to plan 
a merchandising campaign with Easter as the dead-end. 
The week after Easter is a heavy one for all jewelers 
contacted on this field study. Price-cuts may be good 
business the week after Christmas but not the week after 
Easter. Jewelers who price cut after Easter are just 
throwing so many dollars in the alley. 

Of the jewelers interviewed, 61 per cent used direct- 
mail for Easter promotions, 42 per cent newspaper ad- 
vertising. Some jewelers circularize the rosters of local 
women’s clubs and find such mailings effective in closing 
sales for a varied assortment of gift items. The end of 
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by FRED MERISH 


Jewelers’ Easter volume expected to 


be largest in years. Here’s how last 


year others got results by plannirg 


their work and working their plans 


the Lenten season opens the floodgates that have held in 
check the normal desire for amusement, hence, many 
parties are given after Easter. Jewelers who capitalize 
this fact are doing well in the sale of favors to bridge 
party hostesses. One jeweler keeps a classified record 
of his customers who do considerable entertaining. He 
gets this information from tactful questioning when they 
make purchases. The week before Easter he circularizes 
them anent his latest lines of favors for parties. 


House-cleaning time is replacement time 


Spring house-cleaning may seem far removed from 
jewelry, but it has a definite effect on Easter sales. When 
the housewife is doing her spring cleaning, she thinks in 
terms of replacements of broken and cracked dinnerware 
and glassware, new toasters for those burning out or 
obsolete, new silverware, watch and clock repairs, silver 
polish, ete. 

Six of the jewelers contacted the 
spring house cleaning theme, using a broom, whisk 
broom, scrub pail and scrubbing brush, polishing cloths 
and soap to set the atmosphere for the trim, helping the 
idea along with talking signs suggesting dinnerware and 
glassware replacements, new silverware, electric appli- 
ances and electric clocks. 

These windows were all successful sales-producers. 
One of them was checked for results and brought in $520 
worth of business, some of it Spode dinnerware and 
other fine china pieces. 

Jewelers who display nationally advertised products 
and tie up with the national advertising in one way or 
another get results at Easter. One jeweler placed a copy 
of a watch manufacturer’s advertisement on a placard in 
the window, then ran purple and white streamers from 
the copy to watches on the floor-ground. A placard ad- 
joining read, “Read what the makers of these fine 
watches say. If you have the time, we have the time to 
tell you more about them.” 

Jewelers using manufacturers’ window and counter 
displays, folders, leaflets, dealer advertising mat service, 
report good results. It is hard to understand why more 
jewelers do not cooperate more with manufacturers and 
The material is prepared by expert 


‘ 


‘window-tized”’ 


use such services. 
(Please turn to page 96) 














Fashion's 
Color 

Emphasis 
Popularizes 


Colored Gems 






Patricia Morrison of Paramount Pictures wears a ring and pin 
of blue topaz and diamonds designed for her by the author. 


A gorgeous star sapphire adorns this 
favorite bracelet of Joan Bennett's from 
Trabert & Hoeffer, Inc.—Mauboussin. 


Above: From Oscar Heyman & Bros., N. Y., 
come these three pieces of fine colored stone 
jewelry. The bracelet features a large aqua- 
marine surrounded by small rubies. The 
spray pin is carved sapphires and diamonds, 
while the center stone of the ring is an 
emerald. The bracelet is in yellow gold, 
which adds still further to its color. 






































































by WILLIAM E. RUSER 


Vice-President and Treasurer, 
Trabert & Hoeffer, Inc.-Mau- 
boussin, Beverley Hills, Calif. 


ee WM KNOW what I like.” How often have you heard 

this positive remark? Yet, these five words should 

be rearranged. “I like what I know” is more accurate, 

* tor the things that we most greatly appreciate and enjoy 
are those which we understand. 

The continuously growing popularity of colored gems 
during recent years is an apt illustration. The floral 
brooches, clips, and pins which of late have been so im- 
portant an element in the jeweler’s wares, necessitate the 
use of colored stones for their naturalistic effects. The 
equally popular geometric designs likewise need the 
contrast of color to give them depth and bring out their 
three-dimensional quality. 

Because these designs have been the fashion, they have 
been widely bought and worn, with the result that people 
have been getting better acquainted with the colored 
stones and so have grown to appreciate their charm. 

The emphasis which style authorities have laid upon 
color in recent seasons has helped to stimulate the ten- 
dency, for when a woman is having continually impressed 
upon her the importance of the color of her dress, her 
hat, and her accessories, she inevitably becomes more 
and more color-conscious. 

The movies, too, have helped. Where color on the 
screen was a rarity a few years ago, now more and more 
colored films are being shown. A motion picture author- 
ity states that nearly three times as many colored films 
will be shown in 1940 as were screened in 1938. Not 





only has this meant a still further registering of color in Colored stones are the answer for your customer who 
° P ts hand i ith ! t 

general but the jewelry worn by the picture stars— onnuia. ance ee ge = — 
mes ° of a . ‘ , satis retail for only about $450 for the entire set, while the 
nuch of it beautiful pieces employing colored stones bracelets below range from $90 to $i40 each. Left to 
has been shown in its actual colors to millions. right: Amethyst, garnet and moonstone, carved jade 
. : : ? and yellow gold, tourmaline, scarab carved agates. 

An important element in contributing to the total im- All jewelry on this page from Kramer & Bick, N. Y. 


pression registered by the motion pictures has been the 
(Please turn to page 78) 
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Style-appeal, imagination and ingenuity in your windows will 
help get your jewelry and watches worn in the Easter Parade 
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Jewels and watches mounted on cards the same size as the opened style 
magazine tell the story: "Jewels are a part of your Easter costume" 


ASTER. Traditionally the day when the female of 
the species blossoms out in her new spring finery. 
Traditionally the day for a whole new outfit complete 
from top to toe—hat, dress, shoes and accessories. Jewel- 
ry is, or should be, a part of the picture, and with the 
emphasis being placed upon it these days by style author- 
ities, women are readier than ever to accept the sugges- 
tion that a new necklace, a new bracelet, or a new en- 
semble is an essential part of their costume for the Easter 
parade. 

Your pre-Easter windows and advertising should take 
advantage of this by tying in with the interest in new 
styles which is so keen just before that festal day. 

Naturally, the jewelry store cannot display fashions 
in clothes and shoes, but it can by suggestion show it is 
aware of new trends and offer appropriate jewelry and 
accessories. If your displays are up to the minute and 
reflect style ideas in advance, people will instinctively 
look to your store for fashion guidance. 

Sketch number one suggests a simple yet effective way 
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to capitalize upon the style idea. Get a red hat—perky 
and picturesque, something that would make you stop 
and stare—from your milliner, together with a model 
head to display it. This can probably be secured gratis 
if a small card giving a credit line to the milliner is dis- 
played. (Many large stores get their props for displays 
in this way.) 

Place below it one of the better known fashion maga- 
zines opened to a full page illustration of a new spring 
costure. The page opposite is covered with a grey rough 
texture! mat board on which pieces of jewelry are 
fastened, with a brief style note and description beside 
each piece. 

The sign “Jewels with your Easter bonnet”’ is lettered 
on an oval shaped hat box top and suspended by a thread 
or thin wire. Triangles of red and grey jersey or silk in 
the new spring shades cover the easels. The red triangle 
is placed on top and the grey on bottom. Take two 
pieces of red and grey material and drape as shown to 
form the sweeping line in the background. The draperies 
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should be arranged side by side with the grey on the left 
and the red on the right. 

A small printed card with the words “Jewels are a 
part of your Easter costume” can be placed as shown in 
the sketch, in front and to the right of the fashion maga- 
zine—this slogan can be used in your advertising. 

This display takes into account the fact that jewels, 
being small, should be brought nearer the shopper and 
near the eye level giving a better opportunity to examine 
the design and workmanship. 

Color guide: Background and floor, pastel 
color, such as pink or some other light shade 
—screen, oyster white—fabrics, grey and red. 


“Spotlight on Spring” (sketch No. 2) also accents the 
style idea and features both men’s and women’s jewelry. 
It is designed for stores that do not want to exclude a 
view of the interior of the store entirely from the window 


Gay, velvet-padded baskets and eggs, appropriate to 
Easter, form an unusual setting for children's jewelry 
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Oh! The jewels that bloom in the spring, tra, la! Here the spotlight focuses 
on three plateau displays tied to spring with a flower filled sterling bowl 


shopper. The background can be cut by a carpenter 
from lengths of beaver board and brackets arranged to 
support a narrow shelf of glass, by duplicating the circle 
cut out and leaving the area between these two pieces to 
support the glass shelf. Concealed tubular lights can 
also be used in the space between to good effect. The 
three plateaus can be made by a carpenter from pressed 
board and will be useful in this and in future displays. 
Fresh flowers in a silver bowl give a cheery note of 
spring to the window. 

Color guide: Cover top of plateau and floor 

of window with a rich burgundy or wine color 

velvet or other fabric. Sides of plateau, light 

turquoise. Walls painted in a pastel tur- 

quoise (white tinted with turquoise). Paint 

one inch border of burgundy around outside 

of circle in background. 


Easter bunnies and baskets bring a touch of whimsy 
and a different slant to a pre-Easter jewelry store win- 
dow designed to sell the gift giving idea. Showing mer- 
chandise in velvet-filled Easter baskets and in cardboard 
eggs is a change from the customary way of displaying 
jeweler’s goods, and carries out the Easter gift theme. 
An artificial grass mat, always useful for spring and 
summer displays, can be used as the “floor” of this dis- 
play. The rabbit can be cut out of beaverboard and 
painted by your sign painter, but a large white toy bunny 
wearing a lavender coat would be more effective. Paint 
the walls and background a pastel yellow and finish off 
with a criss-cross of lavender or purple cellophane. 
Smaller rabbits cut out of cardboard may be used as 
price cards. 

This window would be highly suitable for a showing 
of children’s goods—a class of merchandise that should 
be pushed at this season since much of the Easter giving 
is to children. 

















© Bachrach 


Miss Edith Duhamel, main- 
spring of Tilden - Thurber's 
costume jewelry department. 


— retail jeweler who passes up a high grade 
costume jewelry line is missing a good bet,” says 
William G. Thurber, secretary and treasurer of ‘lilden- 
Thurber Corp., Providence, R. I., retail jewelers, in dis- 
cussing the question as to whether the retail jeweler can 
successfully compete with department stores in that 
field. 

Mr. Thurber says—and he bases his statement on the 
highly successful record of his own company—that with 
proper care as to quality, display and merchandising a 
jewelry store can do as much, or nearly as much busi- 
ness in good costume jewelry as it does in gold jewelry. 


Priced $1 to $15, this costume jewelry display 
dispels window-shoppers’ “high price" fears 
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Point-of-sale effectiveness requires that costume 
jewelry show cases be arranged dramatically 


says Tilden-Thurber 


The department turns its inventory four 
times yearly at a handcome profit and 


helps stimulate the sale of other goods 


In the case of Tilden’s, the records show that annual 
volume in costume jewelry, ranging in price from $2 to 
$25, has run from 50 per cent to 90 per cent of that in 
the higher priced gold items. 

Several other factors which commend costume jewelry 
as an important line in the jewelry store are its rate of 
turnover, the comparatively small investment required 
and the profit margin. For instance, Tilden’s has found 
that a well-managed costume jewelry department can get 
a turnover of from 314 to 4% times a year, that the 
investment required in costume jewelry is roughly only 
one-third the amount in the gold jewelry division—and 
that costume jewelry has a gross margin even after mark- 
downs and shrinkage, of between 45 per cent and 50 
per cent of selling prices. The attraction of a good line 
of gold and silver plated jewelry is therefore readily ap- 
parent, Mr. Thurber says. 

In the opinion of the Tilden-Thurber management, the 
sale of the better grades of costume jewelry does not 

















Newspaper ads empha- 
size the exclusive styling 
’ and modest prices of 
Py the firm's costume jewels 
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hurt the business in gold items. Experience has shown 
that each department feeds the other, and the manage- 
ment emphatically states that it would never consider 
throwing out the silver- and gold-plated line. Their 
feeling is that the customer would simply go to the de- 
partment and specialty stores in their search for the 
moderately priced lines. 

Mr. Thurber holds that it would be a great mistake 
for the jeweler to try to compete with the lower grade 
department stores and is convinced that the jeweler 
should buy only from the better manufacturers who offer 
good items, well made. In this regard, he says, it has 
been found most satisfactory to place comparatively 
large orders with a few high grade manufacturers rather 
than to shop around, buying a little here and little there 
from many different companies. All goods should be of 
a high quality, even those which sell in the $1 and $2 
range. 

An important part of Tilden-Thurber merchandising 
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policy centers on its window display, making it a rule 
to have. some costume jewelry in the windows every 
day in the year. The store operates on the idea that suc- 
cessful merchandising of jewelry calls for a good stock 
of style items since they bring customers back and the 
first sale of costume jewelry may result in several others 
during the balance of the year and more in the years to 
come. Moreover, costume jewelry ties in with sales of 
other accessories such as handbags, and helps to create 
a situation where the customer finds herself thinking 
of the store to fill all her jewelry needs. 

Miss Edith Duhamel, buyer for the costume jewelry 
department at Tilden-Thurber’s, has some rather de- 
cided ideas on the why’s and wherefore’s of successful 
costume jewelry merchandising. She says that emphasis 
should be placed on four basic factors: exclusiveness, 
display, quality and service. 

“Customers don’t like duplicates in the higher-priced 
brackets,” she says on the subject of exclusiveness. 
“They don’t like to feel that after they have spent $5, 
$10, or $20 they are going to be seeing the same piece 
on some other woman on the street or at public or private 
gatherings. Therefore, in the higher priced goods I 
choose each item separately and take no two alike. Thus 
I feel that I get better quality at the same prices which 
the department stores pay for lines retailing in the same 
price range.” 

Miss Duhamel feels that one way in which the retail 
jeweler stands out over the department store is in the 
facilities for display of merchandise. She believes that 
appeal to the eye is a factor of prime importance and 
says that a great many department stores either over- 
look this requirement or have so little room for each 
department that merchandise is apt to be spread all 
over the counters with little attempt to create pleasing 
effects. 

Display, to Miss Duhamel’s mind, is not simply the 
arrangement of merchandise in the show cases, but must 
be tied in with window display (a highly important 
part of Tilden’s merchandising of costume jewelry) 
and also with the store’s newspaper advertising. Thus, 
when the advertising is stressing some special event, 

(Please turn to page 80) 









Precious and costume 
pieces of similar design 
are paired in some of 
the ads to the benefit of 
both types of jewelry 
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Why are jewelers asleep to Cupid's work in August and September? 


Cupid Never Takes a Vaeation! 


VERY once in a while someone comes along and 

knocks popular beliefs into a cocked hat. One of 
these pet notions, and soundly backed by tradition, too, 
is that May and June are the months of marriage. We 
think of them as the marriage months to the exclusion of 
several other months which are nearly as important. 

Many merchants direct both barrels of their advertis- 
ing and promotional efforts toward bagging wedding 
business during May and June, which months they have 
come to think of as an open season on brides and bene- 
dicts. Then just as soon as the season passes they revert 
to their usual methods in merchandising, making only 
few and comparatively feeble appeals to the great army 
of young people embarking on their greatest career: 
Marriage. 

Many businessmen, selling not only jewelry, silver, 
crystal, china, giftwares, but furniture, radios, house- 
hold appliances, real estate, flowers, gowns, pastries. 
linens and many other things which are also part and 
parcel of marriage, will probably be greatly surprised 
to learn that Jast year there were more marriages in 
August than in May and just as many in September as 
there were in May. 

A survey of the 50 largest cities in the United States, 
just completed by Tue Jewerers’ Circutar-KeysTone, 
shows that while May and June had 22 per cent of the 
year's marriages, August and September had more than 
another 20 per cent. 
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Our Annual Survey Shows That While 
Jewelry Sales Closely Parallel Wed- 
dings Most of the Year They Lag Far 
Behind in Late Summer Months 


by J. RODMAN KEAGY 


“Will you love me in December as you do in May?” 

“Still more,” was the answer of newlyweds, last year, 
in Indianapolis, Houston, Atlanta, Birmingham, Provi- 
dence, San Antonio, Oklahoma City, Richmond and Fort 


Marriages in thousands, year by year, in 20 biggest cities (add 000} 
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r for in those cities there were more marriages in late summer and autumn months as marriage months 
W orth, z bod 
the winter month than in either May or June. stimulate us to the point of putting a little more promo- 
Likewise there were more marriages in November than tional “‘oomph” into the dull days of July, this summer? 
in May or June in Toledo. It will be noted that 42 per cent of the year’s weddings 
Three of the four largest cities, New York, Philadel- were performed in the four months of May, June, August 
+, and Detroit, saw more marriages in May than in and September. Naturally this is a time when the 
i phia a ’ 8 s I 4 
jeweler must emphasize his advertising and promotional 
June. a } £ 
} The months in the order of their importance as mar- efforts to get wedding trade. However, he should realize 
riage months, in 1939, together with percentages of retail that he must also keep everlastingly after this business at 
\ jewelry sales by months, are here given: other times as well, for people contemplating matrimony 
Percent Percent Percent Percent generally have plans made well in advance of their wed- 
o o o ot rr ys ° P : : 
J year’s year’s year’s year’s ding day. First they select their rings, later their silver, 
Z i- jew ri- ie Irv . . . 
prone sa og ee —? china and crystal patterns, and still later their sta- 
ages sales ages sales . 
June ...->: 11.9% 8.6% PUR ccianes 8.0% O.5% tionery. 
August .... 10.17% 6.6% April ..... 4.1% 6.5% Registrars in the 50 largest cities reporting their mar- 
May ...---- 10.1% 8.0% December . 7.7% 25.1% P i ree ez his blicati aid tl — 
September . 9.9% 6.7% January ... 6.1% 5.6% riage license issuance to this publication said that their 
October ... 8.7% 7.0% March .... 6.1% 6.0% 1938 and 1939 issuances were almost identical for the 
* . > ») 4 ») yf Ve “ i 4 . = - ss j 
November . 8.2% 8.2% February . 5.6% 5.1% first five months; June and July were not as high last 
A glance at the picture made by these figures when year as in 1938, but every month of 1939 thereafter 
shown in the facing graph would indicate that the jewel- showed a sizable increase over the same month of the 
$ & gray J 
rv trade has failed to take full advantage of the sales previous year. 
possibilities of marriages in August and September. We Last year’s study of the marriage situation predicted 
_ see that jewelry sales closely parallel the marriage curve that there would be many more marriages in 1939 than 
for the first five months; June sales aren’t nearly equal, there had been in 1938. This prediction was on the 
relatively, to June marriages, and August and Septem- assumption that 1939 would be a more prosperous year 
ber sales are considerably below the market possibilities. than 1938, and also on the fact that the license issuance 
Shouldn’t this knowledge of the importance of the (Please turn to page 97) 
i! TULLE | Hil | ULE PEELE Leo Lo WDA DADADA ALOU DAA EASE EAALA ill lil ! | Wii | WS eee 
Issue of Marriage Licenses, Month by Month, During 1939 in the 50 Largest U. S. Cities 
% Change 
= P : from 
. ’ . JAN. FEB. MAR. APRIL MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. 1939 1938 1938 
Co 0 re 4,223 3,655 4,742 4,944 7,198 6,907 5,070 6,725 6,492 6,211 5,307 5,514 66,988 68,458 — 2.1 
. | eereepeateeers 1,963, 1,588 1,733 2,839 3,879 4,657 2,610 3,921 3,490 3,175 3,121 2,137 35,113 31,106 +12.9 
"PHILADELPHIA ....escces 1,015 823 986 1,157 1,779 1,729 971 1,553 1,521 1,479 1,295 1,167 15,475 12,885 -+20.1 
<6 Rariameretiss 1,026 203 1,019 1,430 1,701 1,693 1,343 1,523 1,454 1,398 1,094 955 15,439 10,503 +46.9 
*LOS ANGELES ........... 1,662 1,491 1,680 1,802 2,141 2,887 2,064 2,599 2,446 1,204 1,364 1,425 22,765 23,936 — 4.9 
ORME VIELMINEY ccccccccceses 539 557 489 699 929 1,289 812 1,085 932 817 915 603 9,666 8,827 + 9.5 
« g@penepeteeeide 759 671 639 971 1,052 1,422 877 979 1,098 921 1,041 902 11,332 11,783 — 3.8 
BALTIMORE ............. 485 462 456 561 644 987 607 721 817 683 #781 818 8022 8139 — 1.4 
ti aka vk vine vk 520 461 586 647 939 987 727 945 879 779 610 551 8531 7,369 +15.8 
‘PITTSBURGH ............ 663 497 470 825 1,170 1,409 949 1,122 1,027 915 1,091 770 10,908 9,273 +17.6 
SAN FRANCISCO ........ 469 406 368 525 521 765 561 616 654 387 355 276 5,903 5,938 — 0.6 
MILWAUKEE ............ 218 255 153 254 627 789 456 489 557 539 416 409 5,062 4,815 + 5.1 
DUPER oo cccnccccccnees 203 152 163 297 495 489 372 491 414 388 367 206 4,037 4,000 + 0.9 
, WASHINGTON, ms Gs se oo 355 343 335 430 463 740 427 528 534 531 464 530 5,680 4,618 -++23.0 
MINNEAPOLIS ........... 257 243 251 872 592 693 410 545 504 481 408 300 5,056 4,870 + 3.8 
*NEW ORLEANS .......... 317 294 204 237 263 440 258 273 «= 334. s«283)—si254 273) 8,480 = 8,099 $10.7 
*CINCINNATL ............. 228 «©6208 «= 211808 8372—S—t—«é«iHD 295 421 411 368 363 327 4,074 3,907 + 43 
NEWARK ............000. 241 260 230 310 395 585 305 355 425 395 390 310 4,151 4,213 — 1.4 
KANSAS CITY, MO. ...... 244 185 235 307 319 462 274 345 425 383 350 392 3,921 3,809 + 2.9 
> presses 292 315 344 387 518 684 477 550 555 0s «4640—C (is (ts Csi 41Os«CG1GL + 4.2 
INDIANAPOLIS .......... 287 349 328 376 4387 600 456 498 556 503 499 603 5,492 5,057 + 8.6 
ROCHESTER, N. Y. ...... 97 92 114 178 284 279 256 374 298 280 220 128 2,595 2,660 — 2.4 
JERSEY CITY ........... 148 206 112 277 250 378 235 228 348 285 243 169 2879 2846 + 12 
J 9 ee 223 «=6820'—s«i218—'—i(isi8'1 (ss 84:46 351 354 379 355 347 388 4,048 3,768 + 7.4 
,PORTLAND, ORE. ....... 69 70 71 113 194 246 175 218 198 182 187 199 1,913 2,100 — 89 
BET ses6vcusicessess 412 424 438 458 508 612 515 531 490 569 541 713 «6,211 «5,796 0S + «(7.2 
BE catcciesi ses cancns 326 281 294 388 422 549 452 509 476 445 573 430 5,145 4,400 +169 
COLUMBUS, 0. .......... 157 161 150 200 218 385 216 239 «275s 248s 285 —isi2GSsisié2,745is«i2,60TSss + «CSB 
EE 5 ainKe%soenvarne 156 168 188 196 241 388 264 320 313 =«191 151 183 2,709 2,811 — 3.6 
_ | pepeecenrerees 266 262 257 320 376 538 361 466 470 218 227 252 4013 4,271 — 6.0 
REN kh inacvewensens 153 «117,—'i‘«‘éiz‘dsC( (sts séD 37! 216 344 308 #246 207 157 2,768 2801 —14 
EE oxntecanexnrccs 220 220 238 288 266 346 259 336 265 314 «250 358 3360 3,392 — 0.9 
. |” peeenpeserser 273 «6 385-'—i(—i8381—isi 8384S 391i 381 407 437 388 3938 494 4,714 4654 + 13 
‘BIRMINGHAM ............ 383. 385 384 443 430 535 434 499 541 436 437 623 5,530 5,315 + 4.0 
. aPpeRPepnenrerenns 182 152 160 188 244 ~~ # 3841 233 307 308 #248 267 271 2,891 2,594 +114 
MOMPHIB .........0.0000. 175 147 1180 139 170 220 142 164 188 173 189 280 2,117 1,954 + &3 
,PROVIDENCE ............ 120 91 132 166 264 276 176 282 244 256 216 91 2,314 2,061 +123 
*SAN ANTONIO .......... 228 288 267 276 310 377 280 332 290 321 321 402 3,692 3,556 + 2.8 
ie step a iateraaets 97 114 17 189 181 261 127 164 208 184 174 130 1,856 1,820 + 2.0 
SYRACUSE ............... 69 52 44 99 136 199 122 173 144 4119 142 85 1,384 1,223 -+13.2 
En giciaivcntedie 111 107 107 155 218 263 186 222 197 165 208 166 2,100 1,656 +268 
,VORCESTER he alr ee ee 96 95 89 155 215 245 169 257 212 211 190 127 2,061 1,629 +26.5 
OKLAHOMA CITY ....... 170 152 164 216 225 252 240 232 240 231 204 «+295 2,621 2,514 + 4.3 
,RICHMOND .............. 162 168 151 244 189 299 211 283 275 252 264 #348 2,841 2,156 +81.7 
*YOUNGSTOWN ........... 88 81 60 98 153 209 133 161 17% 154 142 118 1,572 1,188 +33.2 
GRAND RAPIDS ......... 105 97 96 143 236 274 144 197 172 186 177 114 1,941 1,594 -+21.7 
HARTFORD MEW Stanraeewen 86 54 71 111 138 148 104 132 138 122 112 73 1,289 1,051 -+22.6 
FORT WORTH ........... 176 162 167 190 217 253 221 220 218 219 200 281 2,524 2,558 — 1.1 
NEW | 7 43 | Gree 70 62 87 117 194 179 140 192 150 132 116 107 1,546 1,314 +17.7 
| 11) le ae ren eee 73 67 62 118 149 192 90 143 136 136 146 137 =-:1,449 1,100) +81.7 
TOTALS ................ 20.857 18.943 20.287 25.992 33.814 40.261 27,154 34.570 33,618 29.570 27,972 26,241 339,279 319,180 + 6.4 


*City license figures massed with those for entire county, parish or district in which located. 
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Look Through Your 
Papers and Cash. In 


i most cities, big or small, there is usually one 
jewelry store which is recognized by the public as 
the jewelry store. 

It doesn’t necessarily have to be the most pretentious 
establishment in town, nor have to do the greatest vol- 
ume of business to acquire this distinction. This invalu- 
able reputation is acquired usually by years of consistent 
effort to be fashion-right. 

The firm of Appel & Weber enjoys this eminence in 
Lancaster, Pa., a typical prosperous American com- 
munity, nestled in the rolling country of Lancaster 
County, “Garden Spot of America.” The Hamilton 
Watch Co. and Armstrong Cork Co. are the two prin- 
cipal industrial concerns, providing thousands with 
steady employment. 

An active and profitable stationery department has 
played no small part in building the fine reputation for 
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this establishment. Stationery is one of the surest cri- 
teria of customer confidence. 

While stationery is a relatively important and profit- 
able phase of Appel & Weber’s business it has been 
systematized so that it requires a minimum of time for 
operation, has a very limited inventory and, most im- 
portant, pays a good return in immediate profits and 
subsequent trade. 

George R. Roth, who has conducted the department 
for the Jast 11 years, has learned that it pays to select 
with care and limit the lines handled. 

All of the engraved stationery business is given to 
one engraving house, which while located in. the Middle- 
West, provides week to ten-day service. Where the cost 
of engraved announcements is not within the means of 
the bride’s family, Mr. Roth recommends a selection 
of simulated engraved announcements. The sample book 
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of a third firm which does die-stamping on social sta- 
tionery is shown, together with a sample book of fine, 


nationally-known correspondence paper. 


Sample Books Are Only Inventory 


The sample books of these four firms comprise the 
inventory of this department, except for engravings and 
dies which are kept in stock. Appel & Weber do not 
attempt to compete with department stores and station- 
ers on boxed stationery and consequently it can save the 
space that a representative line of boxed papers would 
require. 

As far as possible, Appel & Weber have secured ex- 
clusive rights to these lines in Lancaster. While boxed 
papers of the one firm may -be had in other stores in 
town, Appel & Weber is the only firm able to show that 
firm’s sample book of pound papers. 

“Stationery,” says Mr. Roth, “is one of the easiest 
and most profitable lines for a jeweler to handle. There 
is a desire or need in the customer’s mind when she 
enters the store. Looking through the sample books she 
is certain to find the style of engraving and the quality 
of paper to suit her fancy and her means, and does not 
shop around town for better bargains. Prices are plainly 
printed with the samples, so as soon as the order is 
written the jeweler is practically assured of his margin, 
which is either 30 or 40 per cent off list price. 

“In many cases,” says Mr. Roth, “a stationery cus 
tomer will enter the store with no more notion of. her 
needs or wants than, perhaps, a wedding announcement 
sent out by a friend, which she has brought along. 

If, 


after we compute the cost of engraved announcements 


“Generally, she has no idea as to costs, either. 


for her, it seems to be beyond her price range, we then 
If she 


needs two or three hundred announcements we can show 


suggest the process which simulates engraving. 


her that the difference in cost between the two lines is 
rather small,” 

Asked whether he would consider himself an authority 
on the proper forms, Mr. Roth explains that even after 
11 years there are occasions when he is stumped on a 
tricky set-up, and has to consult Emily Post. 

This matter of set-up may be left to the discretion of 
the bride-elect, who is furnished by the jewelers with 
an attractive little booklet entitled “Wedding Traditions 
with Etiquette of the Wedding.” This includes, in addi 
tion to all the approved forms, a wealth of information 
which would supply the answer to most questions per- 
taining to wedding customs. 

This booklet is sent to the young lady as soon as the 
newspapers announce the date of her wedding, or as 
soon as any member of the store staff learns the date. 
This is accompanied by a friendly, personal letter which 
offers the young lady personal attention and the benefit 
of the experience of the jewelers in selecting her sta- 
tionery, and her silver, china and crystal as well. 

While in the store early last month the writer 
attracted to three bride’s tables, which were tastefully 
arranged with the choices of three young women who 
were soon to be wed. 

The booklet, “Wedding Traditions,” is the second 
mailing, the first being an engraved form which is mailed 
to the young lady just as soon as her engagement is 
announced. The form, with the postage, costs less than a 


yas 
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dime, and is worth much more in good-will and as a 
means of making an indelible impression on the girl’s 
mind that Appel & Weber are: stationers as well as 
jewelers. 

A third promotional piece is a wedding gift book which 
is mailed to the young woman short!y before she is to 
be married. ‘lhe cost of these handsome books, together 
with a packet of gummed stamps for applying to the 
gifts, when bought in quantities is slight and the gesture 
is profitable as it puts the bride under a degree of obli- 
gation to the store. The only semblance of advertising is 
a neat little metallic nameplate of the store. 


Brides Like "Memory Tray" 


Perhaps the biggest business-getter of all is the 
“memory tray.” The bride is told that after her an- 
nouncements have been run-off the store will present 
her, absolutely free, with a handsome little tray .made 
from the copper engraving plate for her invitations or 
announcements. This makes an everlasting reminder of 
the bride’s happiest day and of her jeweler and stationer. 

While Mr. Roth was showing a “memory tray” (the 
name of which is trade-marked by a certain engraving 
house), one of Lancaster’s wealthiest women interrupted 
to ask Mr. Roth if he wouldn't try to locate her wedding 
invitation engraving made 18 years ago, in order that 
she could have such a tray. 

There is a limited field for fine engraved work in any 
community, so it behooves any jeweler who wants to 
get this trade to boost his stationery department con- 
sistently in his advertising and direct mail messages. 

He has usually only one chance in a lifetime to get 
the business of engraving a bride’s wedding announce- 
ments, but if the store succeeds in getting this business 
it is safe to assume that it will continue to get the lion’s 
share of the business incidental to the wedding and in 
years to come. ‘ 

Aside from the profit motive, a fine stationery depart- 
ment is a valuable asset to a jewelry store for the new 
business it produces. It must be remembered, though, 
that as in a good straight drive in golf, it is the “follow 
through” which counts. 


This handsome sample book of social engraving is 
one of four which make up the complete stationery 
stock of this highly profitable stationery department. 
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The above 10-year chart shows how United States’ imports of watches emerged in 1937 from the eight-year depression and, in 1939, from 
the recession of 1938. Imports. during 1939, are: 2,919,147 watches and watch movements valued at $8,057,789, and watch parts valued 
at $897,077, for a total value of $8,954,866. We also imported something like 40,000,000 jewels for movements worth more than $1,000,000. 


Wateh Importers Share Confidence 


by NORMAN M. MORRIS 


President, American Watch Assemblers Association 


ESPITE chaotic conditions in war-torn Europe, 

despite abnormal conditions of shipping, there is 
every reason to believe that the gains in watch imports 
to the United States registered in 1939 will continue 
through 1940. How appreciable those gains last year 
were is indicated on the accompanying chart based on 
government figures. 

Of course business conditions in general in this coun- 
try have improved since the dark depression vears. But 
consistently since the beginning of recovery the Swiss 
watch business has shown larger increase than that of 
business in general. 

This more-than-general improvement in the sale of 
Swiss watches in the United States reflects the vast 
strides the manufacturers have made in timekeeping 
precision, styling, and production methods. 

The present war will undoubtedly curtail production 
of Swiss watches owing to the loss of a great many 
workers in the watch factories. We can well realize 
this when we consider that this small country of Switz- 
erland, with a population of 4,000,000, has at the present 
time 1,000,000 or one-quarter of its entire population, 
in service. On the other hand, Switzerland has lost 
most of its markets due to the war conditions. She is 
in fact now looking towards the United States as her 
one remaining important outlet. 

With the situation as it is, there is no ground for 
any fear whatever regarding deliveries of Swiss watches 
to this country. But while prices for the most part 
have not been increased, there is a likelihood of an ad- 
vance this fall because of increased cost of raw materials 
due to the war. 
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Strange as it may seem, the present situation abroad 
has not hampered transportation to any great extent. 
While steamers traveling at present are fewer than in 
normal times, merchandise comes through without any 
noticeable delay, owing to the fact that practically every 
neutral steamer arriving in this country carries watch 
shipments, and each consignment is measurably larger 
than during peace time. Thus the importer hardly no- 
tices any inconvenience so far as transportation is con- 
cerned. 

Switzerland, always style-conscious, has recently in- 
troduced a pink gold alloy in watch cases, and this com- 
bined with a blending dial produces not only a time- 
piece but a truly artistic piece of jewelry. The public 
acceptance of this new style trend has been so general 
during the past year, that most of the domestic case- 
makers have followed suit. 

The waterproof type of watch, another Swiss inno- 
vation, has also gained wide favor with the American 
public, and is today one of the most popular types of 
imported watches, both from a novelty and practical 
standpoint. This type of watch has unquestionably made 
a place for itself in the watch industry, and every 
jeweler today carries in his stock waterproof watches 
for men as well as for women. 

Thus, every indication points to the continuation of 
good business for imported watches during 1940. And 
with a three-year extension of the Reciprocal Trade 
Agreement Act almost assured, we may confidently look 
for the cementing of an even closer friendship between 
the two governments and the elimination of any obstacle 
for the importer. 
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THE WADSWORTH WATCH CASE COMPANY, INCORPORATED, DAYTON, KENTUCKY 
Offices: New York, 630 Fifth Ave. Chicago, 35 East Wacker Drive 
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6sCYUILVERPLATED” means that an article has been coated 
or plated with silver. 

Distinction should be shown in advertising between “Silver” 
or “Silverware” and “Silverplated ware.” If the heading of 
an advertisement offers “Silver” or “Silverware” and individual 
items under that heading are ‘Silverplated ware,” these indi- 
vidual items should be described as “Silverplated.” 

There are standards for silverplated deposits on the staple 
pieces of silverplated flatware, which standards have for a 
great many years been recognized and are now recognized in 
the silverware industry. The staple pieces of silverplated flat- 
ware are such as teaspoons, dessert spoons, dessert forks, round 
bowl soup spoons, tablespoons, and medium or dinner forks. 
The recognized standards are as follows: 


Dessert Spoon 
Dessert Fork 
Round bowl Table Spoon 
Teaspoon soup spoon Dinner Fork 
Weight of silver, troy ounce, per gross 
Al or standard 2 3 4 
Al+or A1lX 2 plus 3 plus 4 plus 
or extra overlay or overlay or overlay or 
2% 3% 
no overlay no overlay 
3 4% 


Double or XX 4 . 
Triple sr XXX 6 9 12 
Quadruple or XX XX 8 12 16 








no overlay 
6 


The lowest recognized standard is Al or Standard. There 
are lower standards which have not as yet received any uni- 
form recognition, for example, half plate plus, half plate, 
quarter plate plus, and quarter plate. “Flash plating” is a 
thin coating, little more than enough to permit the necessary 
finishing. 

Better Business Bureaus recommend that the term “Single 
Plate” be used instead of Al or “Standard Plate” because it 
conforms with the other commonly used expressions, Double, 
Triple and Quadruple Plate, and also because the term Al] 
or “Standard” is subject to the misunderstanding that it is the 
“standard of quality” or “best obtainable.” This is similarly 
true with Al4+, AlX, and AA unless adequately described 
as to their meaning. Better Business Bureaus do not recom- 
mend the use of grading terms in advertising to the public 
unless they are understood by the public or adequately quali- 
fied as to meaning. 

In describing “Triple Plate” (or Quadruple Plate) care 
should be taken to avoid such expressions as “Three times (or 
four times) as much silver as is usually put on standard sil- 
verplate” so as to imply that the flatware contains several 
times as much silver as is used on the better qualities of sil- 
verware. There is no objection, of course, to stating that Tri- 
ple Plate or Quadruple Plate contains three or four times as 
much silver as is used on Single Plate. The description 
“Heavily Plated” should not be applied to silverplated flat- 
ware which is Al or Standard or below that, and in connec- 
tion with such expression it is preferable to indicate the weight 
of plating. 

In using expressions which designate the quantity of silver 


Silverplate standards... sterling, coin, Indian 
silver ... foreign quality standards... mis- 
leading trade terms that should not be used. 
Sixth in a series of articles based on “The 
Guide for Retail Advertising and Selling.” 


present in silverplating, care should be taken to avoid creat- 
ing the impression that the quantity of silver present is the 
omy guide to quality. 

“[nlaid” silverplated flatware means that the article has 
been reinforced at points of wear by fusing-in a piece of ster- 
ling silver before plating. 

“Overlaid” or “Sectional Plating” means that in addition 
to the overall deposit, the article is plated by means of an- 
other operation, with an additional deposit of pure silver at 
point or points of greatest wear. In some cases manufacturers 
use the, required quantity of silver for a given standard and 
then put on additional silver in the form of sectional plating. 
In other cases, however, manufacturers employing this method 
do not put as much overall deposit upon the article, but in- 
clude the amount sectionally plated in the total for the stand- 
ard upon which they are working. For instance: if they are 
plating Triple Sectional, the amount of silver deposit includ- 
ing the sectional plating would be 6 ounces per gross of tea- 
spoons and not in addition to the 6 ounces per gross of tea- 
spoons. 

The suffix “ite” should not be used in connection with the 
word “Silver” so as to imply that an article is made of silver. 


(F. T. C. 1648.) 


SILVERPLATED WARE SALES 


Advertisers are urged to cooperate in eliminating sales of 
silverplated ware which grossly exaggerate or misrepresent 
the established, prevailing price of the patterns offered. The 
practice of stocking several sets of a pattern shortly before 
and after a sale at a price greatly in excess of that at which 
the great majority of the manufacturer’s production is offered, 
or is intended to be offered, for the primary purpose of at- 
tempting to justify, technically, a sale price is condemned as 
unfair and detrimental to the public interest. There is no ob- 
jection to legitimate sales of silverplated ware, but when such 
merchandise is represented to the public as being offered at a 
reduced price it should in truth and in fact be a bona fide 
reduced price and not a reduction from a fictitiously high price 
deliberately set up so as to permit the reduction. 


STERLING SILVER 


Sterling silver should contain 925/1000 parts pure silver. The 
silver content should be indicated on anything described as 
“Silver” assaying under 925/1000 silver, e.g., “800/1000 Silver.” 
The terms “Solid Silver” and “Sterling” are synonymous terms 
to the public. 

Sterling silver articles are made in various weights such as 
“Heavy,” “Medium,” or “Light.” 

There are federal and state laws regulating the branding of 
articles as “Sterling” or “Coin Silver.” 


STERLING PLATE 
The National Stamping Act makes any use of this term il- 


legal because the word “Sterling” cannot be applied to any 


(Please turn to page 86) 
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I MTAY/IE ONO) Nava CL GSNO) BG 
Youll Sell A/ore Ronson Lighters 


» 


ity 
I hear you’ve been doing a land- 
office business in RONSONS, Jim.” 

“Sure. I and my clerks plug ronson 
accessories. We demonstrate with a fueled 
RONSON. Get customers to buy RONSON 
fuel and ‘flints’ with every RONSON pur- 


chase. We fuel up every RoNsoN sold, 


I 


whether for customer use or for gifts/ 
“So what?” 


“So the person who clicks his gift and 
gets a light, likes it better than if nothing 
happens. He can also use it immediately, 
and the gift can of RoNsoNoL is handy 
when he needs to refuel. He sort of ‘gets 
the habit.” Becomes a steady RONSON user, 
then a RONSON booster—buys RONSONS 
for lots of his friends.” 


“Sounds like sense. Anything else?” 


“Sure. Human nature. If folks haven’t 
got fuel and ‘flints’ handy they often 
forget or are too plumb lazy to get some. 
I get my customers to keep themselves 
supplied. So their Ronsons are always in 
service. And believe me, a constant 
RONSON user is a pretty good RONSON 
giver. Anyhow my cash register says so.” 


FOR ALLLIGHTERS 


LIGHT 


The RONSON “King’’ accommodates 
the new long size cigarettes 


Styles vary. In lighters as well as in fashions. But as long as 
a manufacturer keeps his ‘‘weather eye”’ open, retailers may 
be confident he will make available to them “‘last minute” 


merchandise. This RONSON ‘‘King” is only one of many 


examples. Even before the new long cigarette has been 
adopted in all parts of the country, RONSON makes it possible 
for retailers to offer their customers this handsome and most 


modern of lighter-cigarette cases, designed expressly for the 


most modern of cigarettes. 


Display the ‘‘King.” It’s fresh, practical, comment -compel- 
ling merchandise “news.” Order now through your jobber. 





w @RiA O's 


Send for RONSON ACCESSORY 






















“Is there any volume in RONSON 
accessories?” 

“You can answer that one yourself. To 
every customer who owns one RONSON you 
can sell many cans of RoNsoNoL and pack- 
ages of ‘flints’ and wicks. Of course, I 
always explain that RONSONOL and RONSON 
‘flints’ are best because they’re made 
especially to give the finest possible service 
to RONSON lighters. There are thousands of 
lighter users in this town. Think of the 
extra traffic and customer satisfaction!” 

“T get it. Looks like good business to 
me. And by the way, better sell me another 
can of RONsoNOL and another packet of 
RONSON extra length igniters for my 
RONSON.” 


See the complete and exciting RONSON lines 
for 1940 through your jobber or at these 
permanent display rooms. New York: 347 
Fifth Ave.; Chicago: 36 S. State St.; Los 
Angeles: 728 So. Flower St. 

ART METAL WORKS, INC. Offices and 
Factory: Aronson Square, Newark, New 
Jersey. Canada: Dominion Art Metal 
Works, Ltd., Toronto. England: Ronson 
Products Ltdi, London, W. C, 2, 


ONSO 


GQ a V2 3 F gt 6 WTS & 


older 


with price list, free sales aids, etc. 
Address RONSON, Newark, New Jersey 








S. & N. KATZ... THE QUALITY JEWELRY STORES FOR ALL THE PEOPLE 








Music, with alt tts tender 
endearment, could not exalt 
your love more eloquently 
than these glowing diamond 
rings. In truth they are heav- 
enly melodies in themselves 

. . blending precious metal 
and pure white diamonds into 
a symphony of eternal hap- 
piness. And every diamond 
is of the same high quality, 
no matter what price you pay. 
Orler Engagement Rings t» $2000 


Remember, © and N. Katz bert 
terms lab aemait 


105-113 N. CHARLES 
LEXINGTON AND EUTAW STREETS 
EASTERN AVENUE & CONKLING ST 
2108 EAST MONUMENT STREET 
734 WASHINGTON BOULEVARD 
20°9 WEST PRATT STREET 








DHdlashingtons Mott Coiateal Gousebry Sore 
re aie 
Lovey Costume. 
/ pieces to enhance 


your Caster Ensemble 





Other People’s Easter Ads 


That Produeed Sales 








ACCESSORIES "9 


Stunning new “pretties 
are 


wot expensive bere. 


FREE CUSTOMER PARKING 


; ‘DIAMONDS: 


*GRUEN 


and 
*HAMILTON 
WATCHES 


Jewelry Gifts 


4b 


for~ EASTER 


and ma 


ON’T be late with advertising 

jewelry, silver and watches for 
the earliest Easter in 27 years, March 
24. By way of inspiration, here are 
10 ads that other stores used success- 
fully last year. The two S. & N, 
Katz, Baltimore, ads are lyric appeals 
to the Easter bride, while Bailey, 
Banks & Biddle, Philadelphia, an- 
nounce invitations to the Easter wed- 
ding. Little folks’ Easter gifts of 
silver are the theme of Davis & Haw- 
ley, Bridgeport, Conn. Costume 
jewelry accessories for the Easter 
parade are subjects for James R, 
Armiger Co., Baltimore; Wiss, New- 
ark, N. J., and Ross, Washington, 
D. C. Interesting slants on Easter 
gift advertising will be found in the 
layouts of Frank A. Bridge Co., 
Springfield, Ill.; Charles Schwartz & 
Son, Washington, and Alpert’s, El- 
mira, N. Y. 
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Jewelers Over & Century 


Kappy ester Sis 


FOR LITTLE FOLKS 


= Single Pearle from $3.00 
PARKING BEHIND MAIN AT 
THE STORE JOHN 
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STER 


that remind “Her® 


Chas. chwy riz & Son exalt fea 
Phone Mer, 0060 


of yout 








$100 
COMBINATION 
Now $75 


and should have 


$150 COMBINATION 
Now $115” 
A YEAR TO PAY 
we things you need 


inl Easter. Exceptional savings on our 
are easy on the budget So buy to 








G's Easter... - | 


| 
| TIME FOR ROMANCE---AND 
||| THAT VISIT TO S. & N. KATZ! 


== ¥7 @: 


Sor *150 
CONVENIENT TERMS 
All Our Rings Are of the Same High 


“Easter Bride” 
DIAMOND ENSEMBLE 


Quality 


Cc f 
2 and atz_ 


105-113 NORTH CHARLES ST. 





Priced from $33.50 to $2300 | 


Lexington & Cutaw @ Eastern & Conkling = | 


DIAMONDS 

In a Beautiful 
ting 

om Velo EASIEST TERMS 

$49.75 BEST QUALITY 





Sobtair 
$67.50 


— 





“iit - 


2c A WEEK 


ALPERT'S 


A % PIECE SET OF 
GUARANTIFD 


SULVERPLATE 
jee $49.95 


Serv 





and OPTICIANS 


JEWELERS 
111 EAST WATER ST. 


for 8 
We A WEEK 
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FOR NINETY YEARS... 


Through nine decades that have brought fires and 


floods, the Civil War and presidential assassina- 


tions, witnessed the invention of the airplane and 


the X-ray, included the First World War, a Bank 
Holiday and the beginning of the Second World War. 





Have made their own history in the jewelry business! 


If you’ll turn the page, we’ ll tell you some facts you may not know about 


J. R. WOOD & SONS, ine. ¢,, 


TRADE MARK 


Makers of Fine Rings for 90 Years 


216 EAST 45th STREET, NEW YORK, N. Y. 
AMSTERDAM ANTWERP 









TURN PAGE 





WOOD RINGS SELL... 


1851... New York to Albany 
by Rail! 


Think...in 1851, the New York Central actually 
ran a train from New York to Albany, a distance 
of 150 miles, and in the same year in NewYork City 
J. R. Wood celebrated its first anniversary as 
manufacturers of fine rings. 


1861...The Civil War! 


And J. R. Wood celebrated its roth anniver- 
sary, a young business growing successfully even 
through those turbulent years. 


1871... The Chicago Fire! 


And in New York, J. R. Wood grew and enlarged 
its clientele, a jewelry business based on quality, 
featuring beauty of design and following a fun- 
damental policy—to sell only through 100% 
retail jewelers. 


1881...The Assassination of 
President Garfield! 


And, amid those changing times, J. R. Wood con- 
tinued to (quote from an 1878 advertisement) 
“make the manufacture of plain gold rings a 
specialty and to give to every branch of the busi- 
ness my personal attention.” The trade, then as 
now, knew and respected J. R. Wood! 








J.R. WOOD & SONS, inc. 


Mokers of Fine Rings for 90 Years 
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VOOD_RIN 


1889... The Johnstown Flood! 


And in 1890 J. R. Wood & Son, already long 
established as the leader in the manufacture of 
fine rings, probably designed the rings for most 
of the important engagements and weddings of 
that time! Jewelers everywhere had realized that 


“Wood Rings Sell’. 


oo, Saiibaaaieasinia oes 


1895... Roentgen Discovers 
the X-Ray! 
And in the jewelry field new ideas, new manu- 
facturing processes were being used, too! Part of 
J. R. Wood & Sons’ success has been due to 


keeping abreast and often ahead of the times, en- 
abling us to offer values in quality and price both! 


1903...Wright Bros. Make First 
Successful Airplane Flight! 


And J. R. Wood had passed the half-century 
mark. Advertisements like these were acquainting 
jewelers with the merits of Rings by Wood... 
“No matter how the Wind of Jewelry 
Fashion Blows the Vane points to Diamonds” 


1914... First World 

War Begins! 

All business faced turbulent, terrible 
times! But J. R. Wood & Sons weath- 
ered the storm and went on to new 
successes —jewelers everywhere knew 
that Wood merchandise sold — that 
quality and beauty such as featured 
by Wood kept customers coming back 
for more! Quoting from a Wood ad- 
vertisement of the time...“ You are 
sure the diamonds are exactly what 
they are represented to be at the 
lowest possible prices...” 


J.R.WOOD & SONS ine. vos 


Makers of Fine Rings for 90 Years 
























































TURN PAGE 





1929...“The Crash”! 


Hard times-ahead! But the jeweler who sold 
Wood Rings found the going easiest! In April, 
1929, J. R. Wood & Sons ran an advertisement 
including the following ‘“‘Jewelry from the House 
of Wood has the winsome quality of instant ap- 
peal... it sells itself and the store...” 








1933...The “Bank” Holiday! 


And J. R. Wood & Sons continues to be an ex- 
ception! In February, 1933, we said ““The Reward 
of Sound Business Principles is Sales’’... Bigger 
in 1932 than in 1931 and the year 1933 holds 
rich promise! J. R. Wood & Sons as usual pre- 
sent rings that epitomize quality, style and 
longevity in manufacturing principles.” 





_\ LR.WOOD & SONS, 1c. & 


Mokers of Fine Rings for 90 Years 












*\JOOD RINGS SELL. 
| AND TODAY...IN 1940... 


Our. Ninetieth Anniversary 


















| THE CAVALCADE OF SUCCESS CONTINUES! 


J. R. Wood & Sons, almost a year in their new home 
in the center of New York, with factory and sales- 
rooms conveniently combined, with modern facilities 
for customers and old-time principles of quality and 
integrity rigidly adhered to, continue to make busi- 
ness history! Our policy of selling only through 100% 
retail jewelers, our initiative in the creation of new 
designs and ideas, our careful craftsmanship in the 
execution of these ideas and our moderate pricing of 
our merchandise still combine to give you the result 


you are looking for... WOOD RINGS SELL! 


oe R. WOOD & SONS, INC. eee 


TRADE MARK 


- Makers of Fine Rings for 90 Years 


216 EAST 45th STREET, NEW YORK, N. Y. 
AMSTERDAM ANTWERP 












Tennessee Jeweler Keeps Modern 


HE striking evolution of jewelry store design in recent years is inter. 

estingly shown in this series of pictures of the successive homes of the 
H. E. Hart jewelry business in Knoxville, Tenn., from 1923 to the present 
time. The jeweler who is content to doze along in an outmoded store may 
find it profitable to take a tip from this progressive retailer who has kept his 
business and his profits growing by frequent modernization. 





Left: The original store as it looked when Mr. 
Hart opened it in 1923. In those days this was a 
fair to average store front for a small city, though 
it would be hopelessly out of date today. 














Right: In 1933 the Hart store was changed to this, 
which was then right up to the minute. Note the 
tall windows with cloth valances, the metal bars 
at the window corners, the unconcealed awning. 








Left: Hart's new store of 1940 embodies what are now 
the newest ideas for a store that will look inviting to the 
public. If they look equally out of date in ten years, 
we'll bet Mr. Hart will modernize his business again. 
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PEARLS— 


continue in Popular Favor: 


In practically every form of jewelry— 
Necklaces, Bracelets, Earrings, Clips, or 
Rings— Pearls express fashion’s latest 
note. They are being bought by women 
who know what is essential to correct 
feminine attiree MIKIMOTO CULTI- 
VATED PEARLS are unexcelled in qual- 


ity and natural beauty. 


Since 1894 the MIKIMOTO Seal on a 
necklace or bracelet has been your safe- 
guard—a guarantee to you and your cus- 
tomers of the highest quality of Cultured 
Pearls grown in the living oysters by 
MIKIMOTO—the originator and inven- 
tor of Cultured Pearls. 


If a visit to one of our offices is not con- 


venient, we invite your inquiry by mail. 


hk. MIKIMOTO, Inc. 


630 FIFTH AVE. 


55 E. Washington St. 


Tatiinn NEW YORK 
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United States Diamond Imports in 1939 





by SYDNEY H. BALL 


J.‘ HE diagram below of United States diamond im- 
ports for the period 1929-1939 resembles the cross 
section of a valley, and it is just that, the valley of the 
1930-1936 depression. In the glamorous twenties, the 
luxury dollar was large and the diamond industry while 
it was complacently resting on its oars, got a reasonable 
slice of that dollar; the depression came; purveyors of 
other luxuries fought to hold their market and even in- 
crease their sales which they did partly at the expense of 
our industry, which was “too proud to fight.” 

But for the past three years somewhat better times 
have been with us and in 1939 the diamond industry be- 
came less supine. The Jewelry Industry Publicity Board 
has stressed the popularity and the beauty of the dia- 
mond in the daily press and in the fashion magazines, 
and De Beers Consolidated Mines Ltd. and Associated 
Companies has for six months been carrying on an ex- 
tended campaign of education as to the beauty and in- 
herent value of the gem in the leading magazines of the 
country. Advertising has helped watch and silverware 
sales, it should increase those of diamonds. 

The House of Jewels at the World’s Fair of New 
York with its magnificent exhibit of cut and uncut dia- 
monds and fine jewelry reawakened the American to the 
desirability of owning fine gems; and other crowds were 
fascinated by the diamond exhibit in the Belgian Pavil- 
ion. If we can look forward to a succession of reason- 
ably good business years and if the diamond industry 
continues its present aggressive attitude the improve- 
ment in the diamond industry as indicated in the import 
figures should continue. 
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As was stressed by the writer in “The Diamond [p- 
dustry in 1938,” diamond sales as expressed per $1,000 
of national income in the past 20 years have decreased 
markedly, perhaps even been cut in half. Only a part of 
the national income is available for luxuries and 20 or 
30 years ago the luxury component was spent on gems, 
silks and furs. Today the motor car, the radio and win- 
ter cruises, all aggressive searchers after the dollar, are 
added as competitors. 

If we are optimistic enough to assume that 1927, 1928, 
and 1929 were normal years in the jewelry trade, the 
1939 imports were but 67 per cent of the average of the 
imports of those three boom years. On the other hand, 
1939 imports were almost four times (to be exact 379 
per cent) of those of the nadir of the depression (1932), 
It must be admitted, however, that in 1939 stocks of cut 
stones increased in this country, particularly in the hands 
of wholesalers. 

The Diamond Corporation buys and through its sub- 
sidiary, the Diamond Trading Co., sells over 95 per cent 
of the world’s rough. In the statistics of the Depart- 
ment of Foreign and Domestic Commerce for 1939 the 
Union of South Africa is credited as being the source of 
96.2 per cent of the rough entering the United States. 
The caption, however, evidently includes as well the 
other principal African producers of gem stones, the 
Congo, Angola, Sierra Leone, and the Gold Coast. Im- 
ports of rough have not increase from 1932 to date quite 
as rapidly as those of cut but if the war continues or even 
spreads, the American cutting industry should grow, al- 
though with our wage scale and our high standard of 
living only relatively large rough can be cut economically 
here. 

The importation of diamonds into the United States 
is seasonal, the larger imports of cut occurring in August 
(Please turn to page 81) 
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A rare opportunity to arouse new local interest in 
diamonds is knocking at your door! It’s Paramount’s 
new picture, ‘‘Adventure in Diamonds,” soon to be 
shown at a theater in your neighborhood. 

Here are a few suggestions for turning this 
romantic story into a practical profit-builder for 
your diamond business: 


L. Find out immediately from your local theater 
when “Adventure in Diamonds” will be shown. If 
you don’t know which picture house near you shows 
Paramount films, write to Mr. Alec Moss, Paramount 
Pictures, Paramount Building, Times Square, New 


York City. 


2. Make arrangements with your local movie house 
to get the special jeweler’s tie-in promotion material 
being distributed by Paramount Pictures at nominal 
cost. This material includes a specially prepared 








** Adventure in Diamonds” 
stars glamourous 

Isa Miranda and George Brent 

with Fohn Loder. 


> 


a 











newspaper advertisement, an attractive counter or 
window card, and a large assortment of “‘still” 
photographs showing vivid scenes from the movie. 

You can use these photographs in many valu- 


able ways—framed on your counter or in windows, 
or as large “blow-ups”’ for the backgrounds of win- 
dow displays. 


3. Arrange for a special display of your diamonds 
in the theater lobby during the picture’s stay. As 


-an extra touch, have an armed guard in charge of 


the display to impress spectators with the real value 
of diamonds. : 

These are but a few suggestions for taking ad- 
vantage of this fertile opportunity to promote your 
diamond sales. Your own ingenuity and enthusiasm 
will suggest many more. The important thing is 
this: Don’t delay — get in touch with your local 
picture house or write Paramount Pictures today! 


+ De Beers ConsoLipaATED Mines, Ltp., AND ASSOCIATED COMPANIES 
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The War—And U. 8&. Jewelers 


Nations which annually supply American jewelers with nearly $50.000.000 


worth of platinum. gems and watehes seek to maintain exports 


FFECTS of the European War upon United States 

imports of platinum, cut and rough diamonds, other 
gemstones, and watches and watch movements are stud- 
ied in “The European War and United States Imports” 
published last month by the United States Tariff Com- 
mission. 

The average value of such imports, 1936-38, was 
$46,000,000. 

In spite of the drafting of man power into military 
and naval service, or the production of war supplies or 
foodstuffs, and the adverse effects of the war upon ship- 
ping, the jewelry industry has scant score for alarm over 
the future of its imports from abroad. 

“While due importance is to be attached to circum- 
stances which may lessen the ability of producing coun- 
tries to supply the United States with its import require- 
ments,’ says the Tariff Commission, ‘it should be borne 
in mind that practically all countries, and notably the 
belligerent countries, have a strong motive to sell as 
much as possible to this country. They need dollar ex- 
change. If, on account of the war, a given country needs 
to import more goods from the United States, and more 
also from other countries, it will no doubt strive to keep 
up, or even to increase, its exports in order to pay for 
these imports.” 

Platinum—lImports average well over 100,000 ounces 
annually, the crude forms chiefly from the United King- 
dom (including concentrates shipped from Canada and 
South Africa) and Colombia, and shapes from the 
United Kingdom and the Soviet Union. Platinum is our 
fourteenth largest import from the United Kingdom and 
our sixth largest from the Soviet Union. 

“Because of the high value of platinum, the high cost 
of transportation from either the United Kingdom or 
Colombia would scarcely affect imports. Imports from 
the United Kingdom might be reduced as the result of 
increased requirements for platinum in that country or 
of limitation of its supplies of nickel-copper matte from 
Canada and concentrates from South Africa as the result 
of shortage of shipping.” 

Diamonds, rough or uncut, suitable for use as gem- 
stones—In 1938 about 99 per cent of the rough or uncut 
diamonds imported into the U. S. came from the Union 
of South Africa, chiefly via the trade channels of the 
United Kingdom, Belgium and the Netherlands. Ninety- 
one thousand carats, worth $7,077,000, were imported 
in 1938, to be cut by our domestic industry, which em- 
braces about 50 factories employing between 200 and 
300 workers, who are equipped to cut precious stones 
other than diamonds but for many years have not done 
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so because of the comparatively high labor cost in this 
country. 

“War conditions will not affect appreciably the quan- 
tity of diamonds available for export from the principal 
producing countries. They will probably reduce the de- 
mand for diamonds (whether in the rough form or cut) 
in the belligerent countries, but the industry is stro gly 
controlled and there is not likely to be a resultant dispo- 
sition to send to the United States more than can be sold 
at a good price. It is improbable that transportat’on 
conditions will prevent the movement to the United 
States of a product of such high value.” 

Diamonds cut but unset, suitable for jewelry—-Owing 
to comparatively high labor costs, practically no small 
stones, those weighing less than one-tenth of a carat 
each, are cut in this country. The quantity of stones cut 
domestically is small compared with imports of cut 
stones weighing one-tenth of a carat or more. 

Of the imports in 1938, stones weighing more than 
one-tenth of a carat each accounted for 35,393 carats 
valued at $2,887,451 and stones weighing one-tenth of 
a carat each or less accounted for 295,532 carats valued 
at $14,129,391. 

In 1938 Belgium supplied 84 per cent (on the basis 
of quantity) of United States imports of cut diamonds. 
Diamonds were first among all Belgian exports to this 
country, and comprised one-third of the total dollar vol- 
ume of Belgium’s exports to us. The Netherlands sup- 
plied 15 per cent of our imports of cut diamonds, which 
also led all other exports from that nation to ours. 

“If the supply of diamonds from Belgium and The 
Netherlands were materially reduced, the United States 
would probably import larger quantities of rough dia- 
monds (largely from Africa) and cut them in this 
country. 

“Belgium and The Netherlands will doubtless wish 
to keep up exportation of diamonds to the United States 
in order to secure dollar exchange. Transportation diffi- 
culties would be much less than for commodities of low 
unit value.” 

Precious and semi-precious stones, other than dia- 
monds, pearls and emeralds, cut but not set, suitable for 
jewelry— ‘There are practically no deposits of precious 
or semi-precious stones in the United States which are 
suitable for commercial development. Very few precious 
stones of the types under consideration and practically 
no semi-precious stones are cut commercially in the 
United States owing to the high labor cost involved. In 
1938 France supplied 25 per cent of the imports (on the 

(Please turn to page 77) 
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appeared in 1869 and which, with only slight changes, 

has appeared continuously in every issue of this 
publication for 71 years 
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Activity Rises in Colored Stones 


by LEOPOLD NATHAN 


President, Precious Stone Dealers’ Association 


NITED States imports of natural and imitation 

stones during 1939 exceeded four and a half mil- 
lions of dollars. While this figure is below the 1929 peak, 
it exceeds any year since 1930, with the exception of 
1937. 

This is remarkable in view of the obstacles which beset 
the path of the importer during the past year. First, 
there was the imposition, in April, of the countervailing 
duty upon German goods. Then there was the annexa- 
tion by Germany of Czechoslovakia, which formerly was 
our most important source of imitation stones. 

Finally, the European War broke out. Fearing the 
possibility of an Allied air-tight blockade of imports 
from Central Europe, stone importers cast about for new 
sources of semi-precious and imitation stones, although 
at year’s end generous supplies from the old producing 
centers were still arriving via steamship and the Pan- 
American Clippers. 

Our imports of cut gemstones, except diamonds, to- 
taled $2,298,824 during 1939, up 37 per cent from the 
previous year. France supplied 20 per cent of all such 
imports, sending us $456,221 worth. British India con- 
tributed $404,116 worth or 18 per cent; the United 
Kingdom, $340,024, or 14 per cent, and Germany, $319,- 
770, or 12 per cent. During 1938, France had supplied 
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25 per cent; British India, 18 per cent; Germany, 13 per 
cent, and the United Kingdom, 12 per cent. 

Other major sources for United States imports of 
colored stones in 1939 were Italy, $201,588; Ceylon, 
$156,671; Thailand (Siam), $125,209, and Colombia, 
$83,027. The growing importance of Brazil in this field 
is indicated by the fact that our imports in 1938 totaled 
only $1,853, compared with $15,533 in 1939. China also 
benefited from European developments, supplying us 
about twice the imports of cut stones of the previous 
year, although due to a drop in exchange this trend is not 
reflected in dollar value. 

Imports of uncut precious and semi-precious stones 
are also on the increase, thus indicating that more stones 
are being cut in the United States than at any time since 
1931, excepting 1937. In addition, stone dealers are 
availing themselves of all facilities for the re-cutting of 
semi-precious stones from obsolete to desirable sizes, to 
take care of the increased demand and temporary short- 
age in some gems. 

Style trends are favorable for pearls. Of a total of 
$577,000 for both natural and cultivated pearls imported 
last year, natural pearls account for $258,749 and culti- 
vated for $319,175. The relatively small increase in im- 
ports of natural pearls from preceding years is probably 
due to the fact that there are still large stocks available 
which were imported previously. The cultured pearl has 
been so improved in quality that it has almost entirely 
replaced the old type artificial so-called indestructible 
pearl, except in cheap jewelry. 

In final analysis, while world conditions have caused 
the stone importer much vexation, new sources of supply 
are being developed against any emergencies, and the 
outlook for 1940 is satisfactory, because of increased de- 
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JADE 


The saered stone of China 


by ROBERT M. SHIPLEY, President, 


Gemological Institute of America 


Ceremonial gift made of 13 pieces 
of carved, pure white jade, 
sented to Emperor Kien Lung in 1768 


S the term “jade” correctly used for more than 

one mineral species? 

A.—Yes. The term “jade” is correctly applied to 
two distinct gem-minerals, jadeite and nephrite, which 
have entirely different chemical compositions, and con- 
sequently differ in physical and optical properties. 
Jadeite and nephrite made up a gemological group 
known as jade and therefore it is correct to refer to 
either gem-mineral as jade. 


Q.—Do fine qualities of jade occur in both these 
species P 

A.—Yes. Both jadeite and nephrite may be either 
quite inexpensive or very expensive. The intense dark 
greens and the white to gray with a few green spots are 
among the less valuable. Translucent to almost semi- 
transparent emerald-green, known as imperial jade, is 
the most valuable color in America. White with many 
evenly distributed green spots is also valuable. White 
jade is especially prized in the Orient. 


Q.—Does jade occur in,other colors? 


A.—Yes. The most common, of course, is the white 
to green, and white with greenish spots. However, yel- 
low, pale lavender, bluish-lavender, reddish-brown, and 
brownish-red are sometimes seen. Brownish jade has 
often obtained its color from the action of elements in 
the ground in which it has been buried. 


Q.—Is jade a durable gem-stone P 


A.—It is the toughest of all gem-stones. This prop- 
erty, together with the hardness of nephrite and jadeite 
(6 to 7) makes them excellent stones for rings or any 
other jewelry. As a general rule nephrite is tougher 


than jadeite. 


Q.—Are other stones ever sold as jade? 


A.—A great many. The most common minerals sold 
in the guise of jade are: vesuvianite (idocrase), serpen- 
tine, grossularite garnet, amazonite (feldspar), plasma 
and aventurine (quartz), steatite, and glass. 
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Q.—What are the most important sources of 
jadeP 

A.—Most jadeite comes from Upper Burma; perhaps 
also from China and Tibet. Most nephrite is found in 
Western China and Siberia. New Zealand is a less im- 
portant source of nephrite, as is Alaska. 


Q.—What are the most desirable colors of jade? 


A.—The Chinese value one of their many different 
shades of white jade as most precious. Their imperial 
jade, which approaches an emerald color, is also valued 
very highly, especially specimens in which the color is 
most evenly distributed. This color is extremely valu- 
able largely because it is the most desired color in 
America. ‘The nearer this quality approaches trans- 
parency the more valuable it becomes. When beads of 
imperial jade are matched and assemb!ed in necklaces 
they may command very good prices. At least one 18- 
inch strand has been priced at $80,000. 


Q.—What other articles aside from jewelry are 
made from jadeP 


A.—In China, because of the deep religious signif- 
icance which jade holds for the peoples, it is made into 
a great number of articles—pen holders, snuff bottles, 
vases and religious ceremonial bowls as large as dish- 
pans. It is a custom in China to bury jade with the 
dead. Because of the religious significance, many of 
the more valuable specimens of jade are seldom imported 
into America. 


Q.—What are some of the best selling points of 
jadeP 

A.—It has many. This gem is suitable for men’s 
wear as well as women’s. Handsome cuff links, rings 
and scarf pins may be fashioned for men and it is beauti- 
ful in almost every jewelry form for women. Its tough- 
ness makes it especially desirable. It was selected by 
the membership of the American Gem Society as the 
gem for Mother’s Day. 
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Flashing, flaming fascinating Opals. 
Beautiful beyond words, in color comprehending the 
spectrum, captivatingly variable as a sunset. 


Why let the uncertainty of present conditions hamper 
your business when you can always get a full supply of 
Opals in all shapes and sizes. For the past twenty-five 
years we have been cutting our Opals in this country and 


we are always ready to serve you. 








DREHER BROS. and WIDER 


Importers and Cutters of Precious and Semi-Precious Stones 


48 WEST 48TH STREET NEW YORK CITY 
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THE WAR—AND U. S. JEWELERS 


(From page 70) 


basis of value), British India supplied 18 per cent, Ger- 
many 13 per cent, and the United Kingdom 12 per cent.” 

Watches and watch movements, parts and cases— 
Practically all such imports come from Switzerland and 
in 1938 numbered 2,386,226 watches and watch move- 
ments valued at $6,562,370; watch parts valued at 
$582,629; 63,139,717 jewels valued at $1,288,317, and 
167,066 watch cases valued at $280,452. 

“Imports consist principally of jeweled watch move- 
ments which are fitted with cases in the United States. 
Most of the imported watch movements are for women’s 
and men’s wrist watches; some of the higher-priced 
movements are for pocket watches, airplane clocks, 
chronometer watches, and similar precision instruments, 
many of which are not produced in the United States. 
Imports of complete cased watches, or watch cases, and 
of parts, other than jewels, are relatively small. Im- 
ports of jewels are large as nearly all of the United 
States requirements are imported. 

“United States imports of watch movements amounted 
to 3,127,000 pieces in 1937. United States production 
of jeweled watches, as reported by the Bureau of the 
Census, amounted to 3,921,000 pieces in 1937 but a con- 
siderable proportion of this so-called domestic produc- 
tion of watches was made with imported movements. It 
is apparent, therefore, that imports of jeweled watch 
movements are large relative to the domestic production 
of such movements. 

“The non-jeweled watches produced in the United 
States are made with domestic movements, imports of 
non-jeweled movements, as well as complete watches, 
being very small. ... 

“Switzerland is still the only important source of im- 
ports. It is uncertain as to the extent to which the war 
will interfere with our imports from Switzerland. Watch- 
making is a major industry in Switzerland and as many 
of the Swiss export markets will be greatly restricted 
during the war, it seems likely that Switzerland will en- 
deavor to maintain exports to the United States. Watches 
are valuable in relation to their weights so that transpor- 
tation difficulties are less likely to interfere with the 
trade than would be the case with bulky objects. 

“On the other hand, war conditions in Europe prob- 
ably will increase Swiss labor costs and thus the price 
-of the Swiss watches. During the World War, the United 
States imports of watches and parts (largely from 
Switzerland) actually increased in value from $3,387,- 
‘000 in 1914, to $5,692,000 in 1917, to $9,372,000 
in 1918, 

“If the United States imports should be restricted as 
-a result of hostilities in Europe, the domestic clock- 
watch industry (making clock-type watches), now oper- 
ating at less than 50 per cent capacity, would be able to 
‘expand its output to meet most of the domestic require- 
ments . . . [though clock-watches have a less desirable 
appearance and are less accurate than jeweled watches 
—ed.]. Production of the standard jeweled watch indus- 
try is also capable of considerable expansion under the 
stimulus of increased demand, especially as a large plant 
was recently completed by the firm which was formerly 
the largest importer of movements. 

“If the domestic jeweled watch industry would be re- 
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FARRINGS ... 


A variety of exclusive creations artistically 
executed and mounted in all colors of gold 
and platinum deftly blended with diamonds, 
rubies, emeralds and sapphires. 


Each design is distinctly novel and will appeal 
to your most discriminating customer. 


Our patented safety back device on every 
earring assures both comfort and security. 





—={R—PHILIP REITER 


Manufacturer of Fine Jewelry 


64 WEST 48TH STREET 
NEW YORK, NEW YORK 


LOS ANGELES CHICAGO 
HERBERT A. WOOD FRED KLINE 
649 S. OLIVE ST. 55 E. WASHINGTON ST. 
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quired to increase greatly the output of jeweled watches 
and also, as in the last war period, 1914-18, of timing 
instruments such as fuses, switches, microgears, ete,, 
considerable difficulty might be experienced as regards 
mechanical equipment and skilled labor. All of the 
watch-making machinery in the United States for stand- 
ard jeweled watches is either specially developed in the 
watch factories or imported from Switzerland. The pro- 
jection microscopes used in inspecting the accuracy of 
the finer and more vital parts are of German make and 
such imports are likely to be greatly restricted or even 
shut off entirely. The domestic production of jewels is 
also very small and could not be increased rapidly. The 
manufacture of jeweled watches and of precision timin 
instruments involves a large amount of highly skilled la- 
bor which is generally available only through factory 
training.” 

Watch movements are Switzerland’s second most val- 
uable export to the United States, being surpassed only 
by alizarin, an orange-red crystalline coloring compound 
used to dye fabrics red. 


FASHION POPULARIZES COLORED GEMS 
(From page 47) 


fashion “‘shorts” in full color produced by Vivyan Don- 
ner with whom Mrs. Rhodes of the Jewelry Industry 
Publicity Board has worked in close collaboration. 
Largely as a result of this co-operation, jewelry, real- 
istically presented in its natural colors, has been an im- 
portant feature of these fashion presentations which are 
avidly followed by style-conscious women, and which 
are estimated to have been seen by 20,000,000 people. 

Every woman tries to copy the clothes, the furnish- 
ings, the surroundings that she sees glorified upon the 
screen, and jewelry is no exception. Colored stone 
jewelry helps to make that possible because there are 
gems in nearly every color to fit all purses. 

Best of all, from the jeweler’s standpoint, the grow- 
ing popularity for color in jewelry is not a mere trans- 
ferring of demand from diamonds, but is additional busi- 
ness. Much of the colored stone jewelry is in the 
moderate price range, which means that it can be sold 
to customers who could not afford diamond pieces, but 
who now can get a handsome and impressive bracelet, 
necklace, or pin which they would not have bought other- 
wise. And in the more expensive pieces, diamonds are 
generally used to set off the colored stones and give 
them contrast. Thus colored stones and diamonds help 
each other, and so help the jeweler. 

Of course, the designing and fashioning of jewelry is 
most important and the graceful casual designs recently 
developed lend themselves to a greater acceptance of the 
use of colored gems. 

The old stereotyped designs restricted the use of large 
stones, and their size presented a serious mounting 
problem. A drop on a necklace was usually the ultimate 
mounting for such a stone. Today’s styling permits 
such gems to be used in any kind of piece with grace 
and adaptability. 

Appreciation and demand for the colored precious 
gems is steadily increasing. They are a stimulant to 
the jaded requisites of the fashionable. They are a 
stimulant to our industry. 
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FRESH APPEAL IN THIS DISPLAY 

Here’s an unusual way to display diamonds. The 
Schwanke-Kasten Co., Milwaukee jewelers, used the 
idea in their windows and attracted great attention. 

Placed on the floor of the window were a few dainty 
crystal wine glasses, each of which was filled with water. 
In each goblet floated a single rose petal upon each of 
which was placed a single unset diamond. Bud vases 


Suspended on 
a rose petal, 
this diamond 
was one of 
several so dis- 
played by 
Schwanke 
Kasten Co. 





each containing one perfect rose were interspersed with 
the goblets. Centered in the display was a wide cham- 
pagne glass with a diamond weighing nearly five carats 
resting on its rose petal. This is pictured above. 

Wisconsin Avenue in downtown Milwaukee, on which 
the Schwanke-Kasten Co. is located, was gaily and ex- 
tensively decorated for the holiday season, but so dis- 
tinctive was Schwanke-Kasten’s display that it was de- 
scribed and lauded in the local press. 


DeBEERS AD CAMPAIGN WINS AWARD 

Fifteen years ago the late Edward Bok established a 
foundation for the purpose of awarding recognition to 
outstanding achievements in the technique and practice 
of advertising. The awarding of these honors is in the 
hands of a committee of outstanding men drawn from 
prominent advertisers, advertising agencies and publish- 
ing organizations, who once a year review the advertis- 
ing campaigns of the preceding 12 months and grant 
special honors to the best advertisements and campaigns 
that have appeared during the period considered. 

This committee has just announced these awards for 
the year of 1939. It is gratifying to note that an award 
for excellence of typography, layout and art work has 
been granted to the series of advertisements sponsored by 
the DeBeers Consolidated Mines, Ltd., and prepared 
by N. W. Ayer & Son—the well known “diamond cam- 
paign” with which all jewelers are familiar. 

Such overwhelming endorsement by outstanding ex- 
perts in the world of advertising is convincing evidence 
of the correctness of Ayer’s selection of the technique 
and method to be used in accomplishing the desired pur- 
pose of creating keener interest in, and greater purchas- 
ing of, diamonds. 
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They are bonnie 








| FOR real class you can always depend 
on “Orienta’ Cultured Pearls being 


beautifully mounted in Platinum or Gold. 


May we submit a nice selection for 
| your approval? Backed by our enviable 


reputation.—Exquisite Gifts. 


Leys, Cheistie & Co., Ane. 


| 
| 65 Nassau Street, New York 


SAN FRANCISCO 
133 Geary St. 


| CHICAGO 
| 35 East Washington St. 
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EASTER SPECIALS AT $1.00 


Illustrated above is a flower ensemble necklace, bracelet and 
pin; also the Madame Pompadour three-row drape necklace. 
The Trade Winds necklace is twisted in a carefree fashion. 
The Soap Bubble necklace is iridescent. All these items are 
available in white and the newest pastel colors and combina- 
tions. The Penguin Pairs come in rhinestone and moonstone 
combinations. The silver set is daintily hand enameled in floral 
colors. 


These are just a few of more than four thousand jewelry items 
and compacts in our line to retail from $1.00 to $10.00. 


H. M. Schrager & Co., Inc. 


303 FIFTH AVENUE NEW YORK, N. Y. 
CHICAGO OFFICE: 36S. STATE STREET. TELEPHONE: CENTRAL 4645 
Samples furnished to responsible firms 




















COSTUME JEWELRY IS A GREAT BET 
(From page 51) 


such as Mother’s Day, Father’s Day, or graduation, 
the same theme is carried out in both window and 
counter displays. 

Tilden-Thurber does not circularize by mail, but gives 
costume jewelry its fair share of the advertising budget, 
no more and no less. Newspaper advertising featuring 
costume jewelry is run on the average of twice a month, 
Window displays are changed about once a week, 

Miss Duhamel explained the importance of a good 
sales force and good service as follows: 

“Each customer who comes into the store to buy cos- 
tume jewelry must be handled differently. Is the cus- 
tomer conservative? Then pick out something which 
might appeal to that conservatism. If the type is not 
readily ascertained, then pick out several items for 


| simultaneous display. Usually the item which the cus- 


tomer handles will give a clue to her desires. 

“You never can tell by a woman’s dress who she may 
be or what amount of money she may want to spend. 
It is far better, for example, to lay out several items in 
various price ranges, call out the price of each and await 
the customer’s reaction, rather than to ask her point- 
blank, ‘How much do you want to spend?’ The sales- 
person, by her attitude of being willing to get a mirror 
for the customer, to try on various pieces, and to be 
cordial, even if no sale is made, creates a friendly feel- 
ing between herself and the customer which extends over 
long periods of time. 

“Often, as a result of her willingness and affability, 
a situation is created whereby a customer, either in the 
store or passing by, will stop for a little chat and at 
some future date may see something that does appeal to 
her or something that will be suitable for gift purposes 
at a latter date. I have followed the policy of seeking 
to satisfy the customer, if I have nothing exactly like 
what she wants, by picking some other similar item, and 
if that fails have offered to get in a selection for her 
approval. 

“Jewelry, to be beautiful, must be handled gracefully, 
for like every article of beauty, it must have its 
proper setting. A necklace, for instance, must be han- 
dled by the salesperson as though it were something 
delicate and well worth a little care. That is why a 
saleswoman who is well experienced and meets the above 
requirements is a valuable asset in a costume jewelry 
department. Even at Christmas in the rush period, 
we make sure that we get a fair proportion of experi- 
enced girls on the extra force and have been fortunate 
in obtaining mostly the same girls each year. 

“No discussion of jewelry would be complete without 
a mention of men’s jewelry. Quality is the watchword 
and such items as tie holders, pen knives, cuff links and 
the like should be on display, for the men come in look- 
ing for them and they lend themselves readily to gift 
suggestions for women who may be shopping for some 
other article at the time.” 

Miss Duhamel believes that too much stress cannot 
be placed on the fact that the costume jewelry depart- 
ment should be held rigidly to a high standard. Cheap 
merchandise must be omitted, she says, since any let- 
down in quality would hurt the entire store. 
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CRYSTAL FOR SPRING ENTERTAINING 


With the advent of spring—with its sparkle and freshness, its brides 
and its graduates—the promotion of crystal is extremely timely. A 
beautiful display of this ware was made by Brock & Co., Los Angeles. 
The photo of an attractive young woman, in a glass frame was used 
as the focal point. Grouped in the foreground were decanters, and 
stemware for the serving of all manner of liquers. Silver sandwich 
trays and several patterns of flatware completed the presentation. 





U. S. DIAMOND IMPORTS IN 1939 
(From page 68) 

to October in preparation for the Christmas trade; the 
peak of rough imports is earlier (May to September) as 
time must be given to cut the stones. The following 
shows the average percentages of monthly imports of 
both cut and rough for the typical eight years, 1931-1938 
(1930 was not a normal year due to changes in the duty 
on both rough and cut; and 1939 was abnormal due to 
the declaration of war): 


Months Cut (%) Rough (%) 
RROD osc ok. 610 ow ores as 6.7 5.3 
PODVURPY  onci cc csiec as 8.2 13 
NON 5. 504 Gk deere es 7.0 9.6 
yaa eeraee rere re 6.6 7.9 
PME accala aca spe dole’ cena aCe 7.4 10.8 
NS ee rr rr ee 5.8 9.8 
WED Mirae x ye aieraey 8.2 7.8 
J eee ere 9.6 8.1 
SRONCINDED 6 osc cnes es 12.7 10.0 
GES 6 oy hacd we ocieNs 10.9 8.6 
November .. ......... 8.9 9.9 
DOGRIAUOP .1cecicciews ae 4.9 


The following table shows the source of cut diamonds 
imported into the United States in 1939: 


CUT, BUT NOT SET 
% of Per Carat 


Source Carats Value Total Price 
NS 3 5G. eA onere aes 399,806 $21,733,478 79.3 $54.36 
er rr rrr 77,422 4,454,205 16.2 57.53 
I sive: gic awk cao a ol ee a 4,719 699,239 2.6 148.18 
United Kingdom .............. 3,284 270,600 1.0 82.40 
Union of South Africa ....... 1,488 187,107 A 125.74 
ES eee re 1,392 69,926 By 50.23 
EE ee nesd Cer cade had eee 36 2,299 sien 63.58 
IS bese orate ck Sag eat 7 419 59.86 

od | a 488,154 $27,417,273 $56.17 


The preponderance of Belgium as a source is normal 
as is the position of Holland in second place. These two 
countries usually account for over 95 per cent of this 
country’s imports of cut. The cut stones in 1939 as to 


size were: 
Per Carat 
Carats Value Value 
Less than 10 stones per carat....... 60,332 $5,107,173 $84.65 
10 or more stones per carat......... 427,822 22,310,100 52.15 


The smaller stones made up by weight 87.6 per cent of 
the total and 81.4 per cent of the dollar value. 





Reproductions of Colonial shelf clocks in mahogany 
casings, fitted with high grade timepieces, on display by 
Shreve, Crump & Low Co., Boston, have attracted much 
attention and favorable comment. 
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NOW READY! 


THE NEW EDITION OF ADVANCE-STYLES 
FOR THE JEWELRY INDUSTRY: 


“JEWELRY OF TOMORROW” 


4TH EDITION 











ENTIRELY ILLUSTRATED 





THE KEY TO MODERN STYLING OF ALL JEWELRY! 
INDISPENSABLE TO ALL UP-TO-DATE JEWELERS! 


OVER 400 DESIGNS! 


novel ideas and timely suggestions for the following subjects 
and their manifold sorts: 


LADIES JEWELRY— 
MEN’S JEWELRY— 
WATCH CASES— 
VANITY AND CIGARETTE CASES— 
NOVELTIES OF UNUSUAL INTEREST, 


BY THE BEST PARISIAN ARTISTS 











Free with each full-paid annual subscription: 
exclusive designs created to-order for each subscriber's 
individual requirements (minimum 6), and other services 
possible to render with this subscription. 





Subscription Rates (payable in advance): 


Photographic Edition Chromatic Edition 
(black and white): (colors of objects): 
Annual Semi-Annual Annual Semi-Annual 


$30.00 $20.00 $40.00 $25.00 


Annual subscription may be paid in two equal instalments, 
if preferred. Remittance may be made by ordinary check, 
or through any bank against delivery of the edition. 





OFFICIEL de la BIJOUTERIE & ACCESSOIRES 
8, Rue Murillo, PARIS (8e) France. 
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O. C. Homann, president and treasurer of C. B. 
Brown Co., believes that the best prospects for 
sterling silver flatware are employed young 
women, and wishes that more national adver- 
tising for sterling were directed to this group. 


At this counter C. B. Brown Co. clerks have instilled g 
desire to own a complete set of sterling in many 
young employed women, and have shown them how to make 
that wish come true by the “lay away" plan. Clerks gp. 
range a complete place setting on the embroidered runner, 





by RUTH AND SPENCER JONES 





Workin’ Gals Are Silver Buyers 


os ATIONAL advertising of sterling silver flatware should be directed to clerks 

and stenographers instead of to debutantes,” says O. C. Homann, president 
and treasurer of the C. B. Brown Co., Omaha, Neb., which is doing a good job in 
merchandising sterling on the “lay away” plan. 

“Usually the debutante merely selects her pattern; the silver is given to her by other 
persons. On the other hand, the employed young woman herself buys sterling silver 
for her hope chest. The older girl, with a better salary, buys also for her own apart- 
ment. There are thousands more good prospects for sterling silver among employed 
women than among society girls,’ Mr. Homann continued. His firm encourages young 
women to plan ahead and buy a 50-piece set of sterling, at approximately $135, in- 
stead of a single place setting at $15. As a result, Brown’s usually has between 50 
and 60 young women who are buying sterling on the “lay away” plan, 10 per cent 
down and 10 per cent per month. 

The advantage of the plan is that it keeps purchasers coming into the store and 
substantially reduces the amount of money tied up in sterling. Orderliness of arrange- 
ment makes it easy for customers to study and compare the various patterns. Place set- 
tings of 20 popular patterns of sterling flatware are displayed underneath glass coun- 
ters, in maroon velvet-lined trays with recessed niches for each piece of silver. The 
name of the pattern and its maker are shown in each grouping. 

To permit handling and closer inspection by the customer, one tray at a time, 
each holding one place setting, is removed from the case and the various pieces ar- 
ranged on an embroidered table runner on top of the counter. Use of the runner 
hides from the customer’s view the silver directly underneath and thereby prevents her 
from becoming confused by seeing too many patterns after her interest has become cen- 
tered upon one. Sometimes, to further help the customer visualize the silver in use, 
the clerk places a fine china plate on the runner. 

In showing sterling silver, the C. B. Brown salespeople always make a point of 
describing the “lay away” plan if the customer is not in a position to purchase a com- 
plete set at once. 
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VOGUE... HARPER’S BAZAAR 
LADIES’ HOME JOURNAL, . 


ix million families will see 


GORHAM advertising in 1940 


The magazines listed above have a total circulation of 
more than six million . . . reach the best homes in America 
...are the favorites, by tested survey, of girls of marriage- 
able age. 


This prepares a prospect list of the finest character, paves 
the way to record sales of sterling silver this coming year. 


Get ready to back up this advertising in the coming bride- 
months by window displays of Gorham Sterling, local pro- 
motions of favorite Gorham patterns, and smart selling use 
of the mail and the telephone. All signs point to 1940 being 
as good . . . or better... a year than 1939 in luxury lines. 
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Have our smart, new book- 

let, “Sttver...on the Well- 

set Table,” for sale, at ten cents, 
on your counter. Written in col- 
laboration with leading etiquette 
and entertaining authorities. 


STERLING 


America’s leading silversmiths since 1831 
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. copies of your new booklet, 


. on the Well-set Table,’’1 enclose my 


Tue GoruamM Co., PROVIDENCE, R. I. 


Please send me... 
“SILVER . . 
check for $ 


JEWELER 
STREET. 
cITYy 
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Decorator's burlap applied over wall surfaces built up with building 
board makes an inexpensive but distinctive background for silverware. 





by 
H. S. McCAULEY 


“Quality” Air at Low Cost 


OW a jewelry and silversmith establishment was 

given a distinctive “air” at a cost considerably 
below what would have been necessary to fit it out with 
expensive fixtures is related by W. B. Gerlach, co- 
partner of the The Cellini Shop, Evanston, III. 

“When we moved into our present location, we desired 
to invest our shop with a distinctive atmosphere,” said 
Mr. Gerlach. “Evanston has several jewelry and sil+” 
versmith establishments of unsurpassed standing. We 
could hardly hope to outshine such shops from the stand- 
point of luxurious brilliance, but we felt it possible to 
create a place which would possess individuality. 

“To attain the general atmosphere we wished, we 
decided that the walls would be covered with light brown 
burlap—not the kind used for bags, of course, but dec- 
orators’ burlap which is pasted on the walls like paper. 
This contrasts admirably with silver. 

“Our large pieces would be displayed on open shelves, 
where they could be reached easily, or on tables, where 
they could be stood up on edge in a manner to attract 
the utmost attention. 

“The shelves were not to cover the whole walls, but 
would be recessed in them to afford the maximum con- 
trast with the surrounding surface. Since cutting re- 
cesses and similar apertures in walls to receive shelving 
is expensive, and sometimes impossible, we decided to 
build false walls of composition board over the regular 
building walls, making the recesses therein. 

“Whatever wooden fixtures we installed were to be 
stained a darker shade of brown than the burlap, but 
just enough different to afford a pleasing harmony 
with it. 

“In the location w: chose for our new shop two small 
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store spaces were available, and we rented both of them, 
planning to open two archways through the wall be- 
tween. 

“When we explained to a carpenter what we wanted 
done, we found so much difficulty in giving him our 
exact idea that we decided to have the whole thing 
planned by an architect before proceeding further. 

“This was more expensive, but the skilled service we 
got was so effective that we have been more than repaid. 
The architect planned the layout with an eye to harmony 
of design, proportioned our shelving recesses in just 
the right dimensions, and also put in some recessed false 
arches that broke the smooth expanse of wall in a highly 
pleasing manner. 

“A curtain wall was extended across the back of the 
two shops, 35 feet from the rear, thus giving us a large 
workroom at the back. This is entered from each side 
of the two front spaces. 

“Due to the fact that we added false walls all around 
the shop spaces, the wall which separates the two ap- 
pears more than twice as thick as it really is. On each 
side of both arches connecting the two shops is a niche 
in which is set some large, brilliant piece of silverware 
that contrasts strongly with the surrounding burlap 
surface. 

“Since we wanted to impress the atmosphere of our 
place upon passersby, we purposely avoided the usual 
type of show window with a broad display space and a 
bulkhead that cut off a view of the store’s interior. 

“We utilized the narrow window ledge, but have a 
long table behind this on which are arranged silverware 
of various kinds, the large flat pieces held on edge by 

(Please turn to page 96) 
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Going After Easter Business 
...and Getting It! with 
Me Mon Lillle Memen 


STERLING SILVER TABLEWARE 


REG. U.S. PAT. OFF. 






Featuring “Little Men and Little Women” Tableware the week prior to 








Easter has become, with leading Jewelers, an annual event. And for the 






very good reason — that it pays! This year, Easter falls on March 24th. 





Plan now to feature this famous line of little folks Sterling between 


March 16th and 23rd. Get your share of the Easter gift trade 













from parents, uncles, aunts and grandparents. If you are 
not already a distributor of “Little Men and Little 
Women” Sterling, write today. You'll be inter- 








ested in the special Easter assortments for 

$49.70, $34.21 and $25.00 .. . and 
the attractive dealer helps 

that go with them! 
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LUNT Silecsmiths 


S®COGERRS, LUN FT & BOWtLEN CO MPANV © GPEC N EP EERO, MASS. 
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@ The Finest Timing Instrument of 
its kind in AMERICA! 


e MADE BY GALLET CHRONOGRAPH 
EXPERTS. 


elt’s a WATCH @ a TIMER @ a 
TACHOMETER @ a TELEMETER 

e AND IT’S GUARANTEED WATERPROOF! 

@ 17 JEWELS; equipped with NIVAROX Hair 
Springs and GLACIDUR metal balances; Stain- 
less Steel Case. 

@e Other WATERPROOF MULTICHRONS 
without tachometer or telemeter tracks; with 


or without black dials; also with luminous 
hands. 


WRITE FOR FREE BOOKLET 





JULES RACINE & CO. 
20 West 47th Street 
New York 


Please send me all sales data and literature on 
the Racine Waterproof Multichron. 


SeHERDSDSSOHOEBRAOHOHROCCS SORA O DHT HO OOD HOO OO ¢ 


FSH OOOO 2S OSHS 6 DHE ODHEE ODEO ODOT HOHE HE EE OS 











YOU CAN'T SAY THAT 
(From page 58) 


article in any manner unless such article is composed of 
925/1000 parts pure silver. 


INDIAN SILVER JEWELRY 


Representations or implications that jewelry is made by the 
American Indians, by such descriptions as “Indian,” “Indian- 
Made,” etc., should not be made, when in substantial part, 
machinery (other than hand tools, or non-mechanical equip- 
ment, or buffing wheels for polishing) shall be substituted for 
hand-hammering, shaping or ornamenting the same, unless the 
label, stamp, catalogue or advertising shall clearly, expressly 
and legibly state the method of such manufacture in immediate 
context with the descriptive terms. Silver jewelry not made 
by the Indians, but made in styles similar to those employed 
by Indians, may be designated as “Indian design.” (F. T. C.) 
“Navajo Silver” means articles of sterling silver made by 
Navajo Indians. (See also F. T. C. 1648.) 


SILVER MOUNTED 


If part of an article is made of a metal other than silver, 
the entire article should not be described as silver, but only 
that part to which such description can properly apply, e.g,, 
“Silver Mounted,” etc. 


STERLING SILVER (Loaded) 


A number of sterling silver articles are filled with cement, 
pitch, brick dust, or other materials or are reinforced with a 
rod through the center for steadiness and strength. Articles 
made in this way, such as candlesticks, should be advertised 
to indicate that they have been weighted, e.g., “cement filled,” 
“cement loaded,” “loaded,” “weighted,” or “reinforced with 
rod.” These terms should appear in conjunction with the 
description “Sterling Silver.” 


COIN SILVER 


“Coin Silver” must be 900/1000 parts pure silver, according 
to federal law. 


“NICKEL SILVER"—"GERMAN SILVER" — 
“LIBERTY SILVER"—"SILVERENE" 


These are misleading trade names that have been used to 
describe products consisting of nickel, copper and zinc, and 
containing no silver. Such terms are misleading and should 
not be used. (See No. 107.) So-called “Nickel Silver” is an alloy 
of 18 per cent zinc, 64 per cent copper, 18 per cent nickel; and 
is eommonly used as the base for silver-plated flatware and 
hollowware. 


OXIDIZED SILVER 


The expression “oxidized silver’ is a misnomer that has 
been used to designate a product containing no silver. “Oxi- 
dized finish” would more correctly describe such merchandise. 
Similarly with “oxidized gold.” 


Sheffield Plate 


Sheffield Plate was originated in Sheffield, England. It was 
manufactured by fusing sheets of silver upon a copper base, 
then rolling the metal into a workable sheet from which plated 
ware was made. The term “Sheffield Plate” should not be used 
to describe any other product, any other method of manufac- 
ture or a product which is not made in Sheffield, England. 
Electro-plated articles made by an electro-chemical reaction 
whereby part of the silver adheres to an article dipped in a 
silver solution, have been incorrectly described as “Sheffield 
Plate.” 

The term “Sheffield” alone or in combination with other 
words, including the word “Reproduction,” should not be used 
in connection with electro-plated ware. Reproductions or imi- 
tations of Sheffield designs may be described as such if it is 
made clear that the description refers to the design only. (Use 
of a trade name including the world “Sheffield” should not be 
used unless the product is made by the copper-rolled plate 
process originated in Sheffield, and shows the place of origin. 
See also F. T. C. 2573.) 





HAND-WROUGHT 


“Hand-wrought” as applied to silverware means an article 
shaped and decorated from a flat piece of silver by a crafts- 
man using only hand tools and such other non-mechanical aids 
as facilitate the use and manipulation of such hand tools. 


(To be continued) 
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Originators of Electro Plate 
Birmingham, England 


MANUFACTURERS OF ELECTRO-PLATED HoOLLOWWARE 





© OTIS ON Nickev Sitver And Copper 
AVP Ve. 
~ JUNG Y 


SHEFFIELD REPRODUCTIONS 





ELKINGTON & Co., INC. 


SHOW ROOMS AND STOCK AT 
366 FIFTH AVE. NEW YORK CITY 

















dear friends.. 


STILL 





& 
ANOTHER Please make a note of our 
new address e 
VALUE 15-17-19 Maiden Lane 
co 
on oF Ge os Pepper Set and our telephone number 
NO LOADIN 
Shaker—3" High $2.10, cost, Per Set, handled REctor 2-3290 
2" Across Base $1.80 Per Set (no handle) 
(Salt Gilded) $2.40 Pair Shakers net or better still, come up 
Just one of our many fine values. Quality not price our aim. 


A. G. SCHULTZ COMPANY and inspect our new quar- 


423 East Lombard Street, Baltimore, Maryland ters. ... have 


We were obliged to seek 








A KEY TO PRECIOUS STONES 


by Dr. L. J. Spencer—A basic scientific text and reference book larger space due to your 


dealing with the principles of mineralogy as they apply to increased patronage dur- mo V ed 


precious stones. Illustrated with line drawings and halftone ; 
reproductions. —_Pricg $2.75—Postage Paid ing the past few years, and 
The Jewelers’ Circular-Keystone hope to have the pleasure 
Chestnut & 56th Sts., 239 West 39th St., R 
Philadelphia, Pa. New York City of welcoming you to our 














new showrooms. 


















J. W. JOHNSON, INC. 
1940 § news in ESTABLISHED 1869 


w A T { ea By a A { l © T * 4TH FLOOR—SILVERSMITHS BUILDING 
15-17-19 MAIDEN LANE NEW YORK CITY 
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Cash Reeceipts 


Always Balance 


With This System 


by LESLIE MATTHIES 


O you find that your cash balances with your re- 
ceipts after a day’s collections? If there are any 
variations, you lose either way. If you are short, that 
is a direct loss of money. If you are over, you will 
probably find that a disgruntled customer will storm 
into your store some fine day, and want to know why 
he wasn’t credited properly when he made his payments. 
So if you have experienced difficulty with this prob- 
lem, and many retail jewelers have, the information 
given here may help you. It did help, Jenkle Jewelers, 
Inc., of San Francisco, who worked out this scheme. 
Since installing the new method, not a single day has 
passed that the cash did not balance. 

Two major elements are involved in this accurate 
method of collecting. The first is the physical arrange- 
ment of the receipt-form itself, and the other is a simple 
mental habit which the cashier must use. 

Let’s look at the receipt. Study the illustration shown 
here. It is a reproduction of the actual form used by 
Jenkle. This firm, like many doing a considerable in- 
stallment business, receives cash collections all during 
the day. The receipt is written in triplicate, and run 
over an autographic register. 

Accounting requirements are provided for in the ar- 
rangement of the receipt—including a consecutive num- 
ber for audit control and a blocking for the account 
number. This speeds up posting later on. Finally there 
is the information in the ruled blockings, and it is here 
that you find the key to the problem of balancing the 
cash consistently. Notice the blockings entitled “Re- 
ceived from Customer,” “Amount Paid,” and “Change 
Refunded.” 

When a cashier receives money from a customer, he 
must resort to some method of calculating the amount 
to be deducted and the amount to be returned as change. 
He ordinarily uses a scratch pad or trusts to a mental 
method. Both systems invite trouble. 

In the case of the form illustrated here, the “scratch 
pad” is included in the body of the receipt itself. 

Now look at the figures in the blockings. We will 
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The "scratch pad" is in- 
cluded in the receipt it- 
self; the mental trick 
used in counting change 
makes error unlikely. 





assume that a customer has tendered a $20 bill to the 
cashier, of which $3.42 is to apply on the account. Now 
the cashier, through a subtraction method on the receipt 
itself, finds that $16.58 is to be refunded. He then 
counts $16.58 from the cash till. While counting out the 


money he is instructed to mentally ignore the fact that © 


$3.42 is being applied on the account. This mental at- 
titude is important. 

Now the change is counted back to the customer from 
the customer’s point of view, namely, from $3.42. Upon 
completion of this counting, if the cashier has counted 
out the right amount, $16.58, and counted back to the 
customer from the customer’s point of view, or from 
$3.42, then the monies thus counted should have ex- 
hausted themselves. Here is a cross-checking method 
that works. Banks use a similar method and usually 
balance to the penny. 

If you have experienced any difficulty with your cash 
and cash-receipts balancing, a similar method can be 
installed in your own shop but two things are essential— 
the correctly designed form—and a little mental dis- 
cipline for your cashier. You must be sure that he does 
go through the mental process as pointed out. While it 
may take a little time and a little patience, at first, to 
see that the old habits are changed, once they are 
changed, this new method will be much easier than the 
old way. 

In the case of inaccurate subtraction the manager of 
the store can check back on the receipts and see just 
where the mistake was made. With the old “scratch- 
pad” method of calculation, these figures are never 
available for checking. 
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Active Patterns in SILVER PLATEFL 


Number following name of pattern indi- Compiled and publishece JEWE 


cates maker. For key, see opposite page. KEYSTONE as an insé issue 


Fi, \ ; 


Adoration Berkeley Buckingham Burgundy—8 Cameo—! Cavalier—4 
—9 Square—3 —I3 


Century—6 Chateau—5 Churchill—4 Coronation Cotillion—!! Danish 
—3 Princess—6 


} 


Grenoble Grosvenor Guest of Hollywood—1!3 lris—13 Janet—10 June—i2 Lady Lady Lady Lady 
5 3 Honor—6 Alice—13 Amelia—2 Caroline—4 Frances 3 


Maid of Marquise—9 Masterpiece Meadowbrook Melody—! Napoleon—é Old Personality Remembrance Rendez- Rosemont—4_ Royal Sierreialite—7 
Honor—7 anf anil London—7 —/3 | vous—3 York—I2 





TEHLATWARE—as of March 1, 1940 


id publishece JEWELERS’ CIRCULAR- Illustrations show patterns in three- 


as an inst; issue of March, 1940 fourths actual size of the teaspoons. 


First Gardenia—8 George Georgic—8 
Love—9 Washington—! 


i 


Lady a, Lady Lady Lady Ladyship—!! Legacy—9 Longchamps—5 _Loyis Louisianae—! Lovelace—9 Lovely 


Frances—4 Helen—2 Louise—2 | Washington—2 xvi—7 Lady 


ALS 


, , ig , 
‘ x li. | wu ai ‘i stitial P sil 
pyal Sierreialite—7 Starlight—I! Stylist—7 Surf Sweetheart—I3 Syivia—9 Talisman—8 Tower—I! Vanity Washington 
prk—12 Club—!0 Falr—=4 Irving—4 


© THE JEWELERS’ CIRCULAR-KEYSTONE, March 








Mademoiselle—7 





March, 1940. 


Currently active retail jewelers’ patterns from 


American makers presented herewith in one showing 


GAIN Tue Jewevers’ Circutar-Keystone presents 

a showing of currently active patterns in silver 

plated flatware manufactured by American makers and 
sold through jewelry retailers. 

The first compilation of this nature ever made was 
published in THe Jewerers’ Circutar-Keystone for 
March, 1939, and met with such an enthusiastic reception 
throughout the trade that it has been decided to make it 
a regular annual feature. 

The showing has been completely revised and brought 
up to date. Patterns which have been withdrawn from 
manufacturers’ active lists during the past year have 
been eliminated, and new patterns which have been in- 
troduced during that time have been added. Withdrawals 
considerably outnumber the new items with the result 
that the net number currently listed is substantially less 
than it was a year ago. This should be pleasing news 
to retailers who have been complaining, with a good deal 
of justification, about the multiplicity of patterns and 
the consequent complication of inventory and selling. 

The presentation follows the same form in which it 
was introduced last year. Patterns are arranged in 


alphabetical order according to the name of the pattern, 
and with the pattern name shown beneath each one, each 
name being followed by a number. This number indi- 
cates the name of the maker, the numbers assigned being 
likewise arranged in order according to the alphabetical 
sequence of the manufacturers’ names. The key show- 
ing the make to which each number refers as well as the 
address of the manufacturer, is given on this page. 

All patterns are photographed from the standard tea- 
spoon of each, and all are presented in exactly the same 
proportion of the exact size of the spoon itself—three- 
quarters of actual size. In this way it is made possible 
to compare each pattern exactly and fairly with all the 
others. 

A total of 70 patterns from 13 makers is included. 
Only goods of standard jewelry store grades are shown, 
promotional, premium and hotel restaurant lines being 
omitted. 

It is hoped that this up-to-date and authoritative com- 
bined index of current plated patterns of jewelers’ grades 
will continue to be welcome and used. Comments, criti- 
cisms and suggestions from readers will be appreciated. 





Key 


Number Address 


Providence, R. I. 


Name of Manufacturer 


1 The Alvin Corporation 
2 Associated Silver Co. 4450 Ravenswood 

Ave., Chicago, III. 
3 Community Plate, 


Oneida Ltd. Oneida, N. Y. 


4 The Gorham Co. Providence, R. I. 

5 Heirloom Plate, 
Oneida Ltd. Oneida, N. Y. 

6 Holmes & Edwards, 
International Silver Co. Meriden, Conn. 


7 Reed & Barton Taunton, Mass. 





Key to Makers of Plated Flatware Patterns 


Shown in Accompanying Plate 


The number following the name of each pattern in the accompanying showing is the key 
number of its manufacturer which precedes the manufacturer's name in the above table. 


This showing of patterns is copyrighted and may not be reproduced without permission. 


Number 


Key 
Name of Manufacturer Address 


8 Wm. Rogers & Son, 


International Silver Co. Meriden, Conn. 


9 1847 Rogers Bros., 


International Silver Co. Meriden, Conn. 


10 1881 Rogers, 
Wm. A. Rogers, Ltd. 


Oneida Ltd., Successor Oneida, N. Y. 


11 Stratford Plate, 


International Silver Co. Meriden, Conn. 


12 Tudor Plate, 


Oneida Ltd. Oneida, N. Y. 


13 R. Wallace & Sons Mfg. Co. Wallingford, Conn. 




















The "Cream and Sugar Cuddle” by 
eredy Co., Frederick, Md., has two colored 
arthenware receptacles nested to form a 
ingle unit in a chromium tray that can also 
be used for a quarter-pound butter stick. 


Ronson comes to the rescue of 
people who prefer the popular new 
ong cigarettes with the "King" 
ghter. Chrome finished, it retails 

for $8.95. 


® Ingersoll - Waterbury new wrist 
watches, with red sweep second hands, 
sell to the public at $3.95. Sweep sec- 
ond pocket watches are priced at $1.95. 


®@ Manning - Bowman's new electric table 

broiler -broils sizzling-hot steaks right at the 

table, can also be used for toasting sand- 
wiches and canapes, and as a hot plate. 


© Combining zircons with 14K green gold, 
this ensemble includes a four-stone necklace 
retailing for $45, a three-stone bracelet, $37, @ Eterna presents the first square chrono- 
and earrings, $32. Morris Kaysen Co., Inc., graph wrist watch. This 17-jewel, non-mag- 
Philadelphia. netic Eterna Watch retails for $80 in a "stay- 
brite" stainless steel case. Also in 14K gold. 


@ Pink gold watches from Longines’ "Hall of 

Fame" series, priced at $69.50: man's bracelet ®@ Brown, blue or red and pigskin 

watch; ladies’ watches with white gold inserts automatic cigarette box with New 

and pink dial, and white dial and applied Haven clock. Offered by Louis 
gold figures and hands. Sickles, Philadelphia, to sell at $5. 


® Bulova's new 17-jewel, cushion- 
shaped "Co-Ed," with popular black 
silk cord, retails at $24.75. 


@ Breezily masculine are the saddle- 

stitched leather watch straps in the 

Lasko Strap Co.'s new Neet line. Of- 

fered in brown, tan, pigskin and black, 
in four widths. 


@ For smart kitchen timing GPS PPPS A A 


—the Sessions Clock Co.'s 


metal tea pot clock, in 

choice of five colors, with 

self-starting electric move- GAA AA IAID IS IIS > 
ment, $3.70. 
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MELTING OLD GOLD, 


gold filled and plated scrap, 


silver and other combinations 


is the first step in 
REFINING 


ey” 


DEE & CO. equipment permits 
efficient and economical han- 
dling of small and large lots in 
both high grade or low quality 
refinings. That is.why barrels, 
boxes and packages of precious 
metal scrap reach us from all 
parts of the United States. 


IT PAYS TO SHIP TO 


DEE & CO. 


CECLOUS 
CHICAGO 


GENERAL OFFICES 
AND PLANT 
1900 W KINZIE ST 


DOWNTOWN OLO GOLO 
AND SALES OFFICE 
55 E.WASHINGTON ST. 








QUALITY "AIR" AT LOW COST 
(From page 84) 


wire frames, so as to attract the attention of people 
outside. Back of this first table is another, with silver. 
ware arranged in similar fashion. 

“The result is that the attention of passersby is first 
attracted by the wares in the window, travels from there 
to the first table, and then to the second one. This js 
so far inside the store that the attention is inevitably 
picked up by other inside features and thus the be- 
holder gets a general view of our establishment, which 
is well lighted to insure this very thing. 

“While the colors of the wooden fixtures in our store 
do not match exactly, there is not enough difference to 
attract notice. The shelving set in wall-recesses is a}] 
of gumwood purchased at nearby mill-work shops, and 
appropriatedly stained. 

“A close observer can note that this is not expensive, 
either in material or finish. But so unobtrusively does 
it fit into the general color scheme, and so forcefully 
is the customer’s attention fastened on our wares, rather 
than on the fixtures, that the wood is never noticed. 

“The general effect produced by all of the foregoing 
is one of ‘swank,’ which we feel does us a lot of good. 
Without in the least aping any of the high-class, high- 
priced shops in our vicinity, we have attained an at- 
mosphere as distinctive as any, and at a price which we 
estimate at one-tenth of what it would have cost to 
install expensive fixtures. 

“We frequently have visitors who come in ‘merely to 
look around’ and end by purchasing with the remark: 
‘I always thought from the appearance of your place 
that it was a high-priced shop; I’m surprised to find 
your prices so reasonable.’ 

“From such experiences it might seem that we had 
overdone the ‘swank’ atmosphere. We find, however, that 
people talk about such things and relate their own mis- 
takes, thus giving us considerable free advertising.” 





EARLY EASTER—TONIC TO BUSINESS 
(From page 45) 


advertising men, specialists that the jeweler could not 
afford to employ himself. 

Where results have been unsatisfactory, investigations 
usually disclose that the user did not use the material 
intelligently. For example, one jeweler mailed out 1500 
folders describing a watch, using 1 cent postage and got 
only a few nibbles and no sales in the six weeks between 
then and the day we saw him. A competitor in a nearby 
town mailed out 1000 of the same folders, but wisely 
used first-class postage with a personal letter, signed by 
himself. He had sold 11 of these watches in the five 
weeks, up to the time we interviewed him. No doubt he 
made additional sales after that. 

Jewelers who are getting best results with Easter busi- 
ness are those who are the most aggressive merchandisers 
and who plan their work and work their plan. All 
jewelers interviewed did not get out of the Easter sea- 
son all that they could have gotten because they took 
just what business came along, a poor business policy. 

Most of these jewelers do a good merchandising job at 
only one season of the year—Christmas. The old adage, 
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“Don’t put all your eggs in one basket,” are golden 
words for the jeweler to follow in merchandising his 
wares. Depending too much upon Christmas business is 
dangerous. Many jewelers work 10 or 11 months a year 
to pay the overhead, taking their net profit out of the 
December holiday business. This is rather a hazardous 
undertaking, because if Christmas business is down 
under, profits are submarined for the year too. 

From our many field surveys among eastern jewelers, 
we believe that the one road to greater year-round profits 
is to build sales in other seasons, such as summer and va- 
cation time, Easter and spring, and the early fall months, 
in June for June brides, on “birthstone of the month’ 
campaigns, and the like. 

In a nutshell, we find from our field studies that the 
coming Easter and spring business should be the best 
in a decade for go-getting merchandisers who carry a 
varied assortment of good quality jewelry items and al- 


lied lines, such as chinaware, glassware, silver services | 


and small electric appliances. 


CUPID NEVER TAKES A VACATION 
(From page 53) 


in a number of states was expected to recover from | 


the effects of health examination laws which greatly 
retarded the issuance of licenses when they became op- 
erative late in the fall of 1937 or during 1938. 

There was an increase of 6.4 per cent in marriage li- 
cense issuance, last year over 1938, in the 50 largest 
cities of the country. Last year these 50 cities reported 


339,279 marriages as compared with 319,180 in 1938, or | 


an increase of more than 20,000 marriages. 


On the basis of this large sample of cities, comprising | 


a population of nearly 36,000,000, or 29 per cent of the 
country’s people, we estimate that there were approxi- 
mately 1,160,786 marriages in the United States last 
year. On the same basis, there were 1,092,934 marriages 
in 1938. 

It must be realized that while this survey covers prac- 
tically three-tenths of the country’s population, it is of 
that part residing in the centers of population. To ar- 


SNONCIOOAA 


AFTER DINNER 
COFFEE SET 








No. 521 


Pot capacity 14 cups—Waiter 12 inches 


—cream and sugar. 


rive at a very accurate estimate of the total number of | 


marriages in any one year a great many factors would | 


have to be taken into consideration. Size of crops, con- 


sumer demand and farm prices naturally have a ma- | 


terial bearing on the marriage situation of the rural 
population and on cities in agricultural regions. Pay- 
rolls, carloadings, dividends, bank deposits and other 
economic factors also help determine the marriage li- 
cense issuance in industrial and commercial centers. 
Then too, allowances must be made for marriage habits 
of the rural element as compared with the urban; growth 
or decrease of the marriageable age group; housing, 
racial tendencies and many other variables which only 
the sociologist is in position to determine. 

It is safe to assume, however, that the estimate of 
1,160,786 marriages in 1939 is conservative. The mar- 
riage rate closely follows the economic trend of the coun- 


This plain design with appealing 
beauty is one of our own creations. 


Made in Sterling Silver 


Attractively Priced 


THE MUECK-CaARY Co., INC. 


Manufacturing Silversmiths 


150 BAY ST., JERSEY CITY, N. J. 


try. From 1929, when there were 1,232,559 marriages, | 


they dropped off steadily until 1932 when there were | 
only 981,903 marriages, according to the U. S. Depart- | 


ment of Commerce. Since that point the number has 
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PLATINUM 


IRIDIUM, RHODIUM, 
RUTHENIUM, 
PALLADIUM 





IRIDIUM—PLATINUM 


In all degrees of hardness for 
the requirements of the Jewelry 
Trade and other Industries 


The Quality of all our Metals and 
Products Fully Guaranteed 


PLATINUM 
WEDDING 
RINGS 


CHANNELLED—PLAIN—ENGRAVED 
RHODIUM PLATING SOLUTIONS 


JOHNSON, 
MATTHEY & Co. 


INCORPORATED 
The oldest established and World-renowned Refiners 
15 WEST 47th ST. NEW YORK CITY 


Telephone: Bryant 9-4645 
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shown a decided upward tendency until 1938, when be- 
cause of the recession, it took a noticeable dip. With 
normal times it is expected that the rate will continue to 
rise as a measure of well-being returns to tens of thou- 
sands who postponed their nuptials during the turbulent 
thirties. 

Marriages are one of the best indices to the future. 
When marriages are high confidence must be high, and 
jewelry sales must likewise be high. 

Registrars in 36 of the 50 largest cities surveyed re- 
ported more marriages last year than in 1938. The big- 
gest increases were noted in Detroit, Youngstown, Rich- 
mond, Flint, Dayton, Worcester, Washington, Hartford, 
Grand Rapids, Philadelphia, Toledo and Boston. 

Michigan cities showed the largest increases last year, 
Detroit being 47 per cent better, Flint 32 per cent bet- 
ter and Grand Rapids 22 per cent better. Despite these 
increases, the marriage license registrar in Toledo, O., 
reports that for over a year more than two-thirds of 
the licenses were issued to people from Michigan. The 
reason for this was a health examination law which took 
effect in Michigan late in 1937, that curtailed license 
issuance in 1938. 

California cities made the worst showing last year as 
a result of a law which became operative on Sept. 19, 
requiring both parties applying for a marriage license 
to produce a physician’s certificate showing freedom from 
syphilis. This legislation caused many Californians to 
travel to adjoining states for their nuptials. Neither 
Nevada nor Arizona requires medical examinations, or 
imposes a waiting period such as California’s three-day 
wait between the application and issuance of a license. 
Reno is one of the places which has benefited from the 
Golden State’s social legislation. 

A 9 per cent drop in Portland, Ore., resulted from a 
health law which took effect in Dec., 1938, causing a big 
drop in marriages for the first five months it was in force. 

The marriage mart in New York State has been 
slowed up by a health test law which took effect on July 
1, 1938. 

Denver, Colo., reported fewer marriages last year be- 
cause of a law which took effect last October, causing 
many natives of that state to travel to nearby states. 

Jewelers and other merchants whose business is de- 
pendent to a great degree on weddings may feel that so- 
cial legislation which forces prospective customers of 
theirs to travel to adjoining states to be wed, is unfair. 
Invariably there is a marked decrease in its license issu- 
ance whenever a state adopts such measures, and the loss 
to home businesses is often considerable. 

Marriages may be made in heaven but it takes the 
jeweler, the florist, the dressmaker and the baker to make 
a wedding. There are certainly better sales possibilities 
for these merchants where the ceremony is celebrated in 
the pressence of relatives and friends than there is in the 
ceremony performed in the dead of night by a sleepy 
j-p., dressed in bathrobe and slippers. 

While state laws requiring health exams and waiting 
periods have a marked effect on license issuance the ef- 
fect is generally temporary, but it may take three or four 
years for the number of marriages in the states to return 
to normal, as the public loses its dread of venereal exam- 
inations. 

More states adopt such legislation every year, so it 
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may not be long before there will be almost uniform reg- 
ulations in effect throughout the country, and states 
which now provide a quick and easy way for getting 
“hitched” will cease to steal marriages from their neigh- 
bors. 

As shown by the map on this page health exams, wait- 
ing periods or both are now in effect in 35 states. All 





Uy 
PREMARITAL HEALTH TEST 
WW WAIT FOR LICENSE 


Bo war” 
states east of the Mississippi, excepting South Carolina, 
Georgia and Florida, now have them. There are now 
four Central states and six Rocky Mountain states which 
lack such statutes. 

Blood tests will be required of both applicants after 
March 1, this year, in Indiana and Kentucky; after May 
17 in Pensylvania, and after July 1, 1941, in Tennessee. 
In a similar article published in 1939, it was pointed out 
that little Elkton, Md., for years a popular Gretna 
Green, was having as many marriages in some months 
as New York and Chicago. In 1939, after the Maryland 
solons imposed a 48-hour waiting period on non-resi- 
dents, the issuance fell off 72 per cent; from 16,054 li- 
censes to 4,532. 

The acceptance with which this annual study is met, 
being widely reprinted, and eagerly sought by merchan- 
disers, educators, and social agencies, points to the need 
for such data. For many years now this has been the 
only publication compiling and reporting such informa- 
tion. The National Resources Committee in a 305-page 
report, entitled “The Problems of a Changing Popula- 
tion,” (May, 1938) said on this score: 

“Collection of statistics of marriage and divorce was 
discontinued in 1932, and the United States is now the 
only advanced nation that does not supply current data 
on marriages. Since about 20 of the states collect no 
data from their county officials, the trends in marriage 
can only be estimated. Yet such data are vital to an 
interpretation of trends in reproduction, to estimates of 
housing needs, and to other social research. It is to be 
hoped that this obvious deficiency in basic data on popu- 
lation will soon be remedied.” 


WOMEN IN MANUFACTURING INDUSTRIES 


Women comprise 42 per cent of all wage earners in 
the clock and watch manufacturing industries of the 
United States, according to “The Woman Wage-Earner 
—Her Situation Today,” published by the Department 
of Labor, Washington, D. C. Twenty-eight per cent of 
wage earners employed in the jewelry manufacturing in- 
dustry are women. 
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BELMAR | 


NOVELTY 
WATCHES 






A—ROSE GOLD PLATE FOB *$17.95 
B—ENAMEL FRENCH CLIP *$19.00 
C—LIPSTICK WATCH *$20.00 


D—SPIRAL BRACELET *$20.00 
*PRICES ARE SUGGESTED RETAIL 


BELMAR WATCHES 


by ' 


LOUIS SICKLES 


1015 CHESTNUT ST. 
576 FIFTH AVE. 


PHILADELPHIA 
NEW YORK 








A GRACIOUS HOST — 


FROM COAST TO COAST 
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Each Alton 

watch comes 
in a_ beauti- 
ful gift box. 










Illustrated are just two numbers from our Complete line. Send 
for our catalog in colors showing the new ALTON watches, and 
other lines of profit making watches and watch cases. 


Weksler & Goodman, Ine. 


Distributors of Keystone, Star, Belove, and 


I.D. Watch Cases 


Chicago 





5 South 
Wabash Ave. 


Illinois 











A. S. KIRKEBY, Managing Director 










—HOTELS. 
i 





BE A SPECIALIST— 
AND PROFIT! 


Gemology has proven many 
jewelers’ road to success. They 
say that the knowledge gained 
in the first months of study has 
increased their selling power 
enough to pay for the entire 
course many times. 





What gemology has done for 
these men it can do for you. 








BE A CERTIFIED GEMOLOGIST— the 
scientific specialist on diamonds and other 
gems. Become recognized as an authority na- 
tionally as well as in your own community. 


Write for further details to the 


GEMOLOGICAL INSTITUTE 
OF AMERICA 


541 South Alexandria Los Angeles, California 
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A PIPE THAT'S MADE 
LIKE A WATCH—AND 
HERE'S WHY SMOKERS 
HAVE "O.K.'D" IT... 





“Radiator” really cools smoke—from 8 to 
14 square inches of cooling area exposed to 
atmosphere, according to size of pipe. 


W 


Scientific bowl design—burns tobacco 
evenly, cleanly—down to last crumb... 
no juicy heel... no strong “pipe aroma” 
.. no waste tobacco. 





wy 
—- CLEAN — 
Easy to clean—just like a shotgun barrel 


. + + push absorbent tissue through 
“radiator” with built-in ramrod. 


gamaod 












Professor Kirsten originally designed the: 
KmstTeEN Pipe for his own smoking. 





THE <eistew PIPE 


PATS.APP.FOR 


AND THE CIGARETTE HOLDER 





—and hundreds of jewelers who never saw profits in pipes or 
cigarette holders have built real volume with KIRSTEN. 


The remarkable acceptance of the KIRSTEN Pipe and Cigarette Holder by smokers—the large num- 
ber bought by women as gifts-—have produced profits for jewelers never before experienced with high- 
priced smokers’ items. They are naturals for your trade . . . precision-made like a fine watch— 
dynamically modern in design—jewelry-finished in gleaming duralumin—items that take a proud place 
with any jewelry merchandise. 

Dollars-and-cents profits per sale (from $4.00 to $7.00) are worth promoting. Nationally advertised 
in Saturday Evening Post, Esquire, New Yorker and American . . . you'll sell KIRSTENS in 1940! 
Pipes retail at $10.00 to $17.50, Cigarette Holder at $3.00 . . . write for information. 


KIRSTEN PIPE COMPANY, DESK EC, SEATTLE, WASHINGTON 





NO TOWN TOO SMALL 
FOR GEMOLOGY! 


HONESTY is nota virtue 


... itis good business! 


FOR OVER 40 YEARS J. B. COOPER & 
SON has supplied the jewelry trade with 








Read what a Member of the American 
Gem Society in a town of 2,000 has to say 
about the work: 


“It is my belief that no sacrifice is too great 
to be made toward acquiring the title 
Registered Jeweler by anyone in the 
jewelry business and who desires to stay in 
the business and make it a life’s work.” 


Statements like this and like those made 
by D. E. Pamp in the article, “Keeping 
Business on Main Street,” in the Febru- 
ary issue of this magazine show the prac- 
tical results of the study of gemology. 


Write for details about the courses today, 
to 


THE AMERICAN GEM SOCIETY 


541 South Alexandria, Los Angeles, California 





purest and finest PLATINUM. Irid-Plati- 
num, and Gold obtainable. 

FOR OVER 40 YEARS J. B. COOPER & 
SON has paid the highest prices for Sweeps 
and Scrap-Gold. 

COOPER’S POLICY of fairness and aec- 


curacy continues unchanged . . . always 
making new friends. 





JOSEPH B. COOPER & SON 


INCORPORATED 





26 John St., New York 
Factory: Brooklyn, N.Y. 


Our Reputation Is Our Success 
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A striking importation is this French bronze statue mounted on a Classical examples of Argenta ware, sterling silver against a back. 


Mexican onyx and marble base, 25x6 ins. Face and hands of ground of deep lustrous glaze in greens from emerald to almost 
the figure are ivoroid. One of a large selection, Friedlaender & black. Pieces shown range in prices from $58.50 for the covered 
Co., Inc., 53 W. 23 St., New York. $90 retail. bowl, to $2.50 for the ash-tray. Products from Sweden, 932 Broad. 


way, New York. 


Decorators’ Pieces, 
Seasonal in Spring. 
Are Year-Round Gifts 


Made in America 
by Czech crafts- 
men is this crystal 
perfume bottle 
with bird stopper. 
Heavy sales re- 
ported among 
jewelers. $8 retail. 
Irving W. Rice & 
Co., 15 W. 34 St., 
New York. 


by J. RICHARD IANDER 


ny increased number of objects from the field of 
decorative art are cited this spring season by gift 
and art houses as having marked popularity among 
jewelers. 

Spring orders from jewelers throughout the country 
are substantially increased in number and volume over 
last year, and illustrated herewith are items reported by 
manufacturers and wholesale distributors as having fea- 
tured heavily in jewelers’ advance ordering. 

Note should be taken of the French bronze shown 
which is representative of a large selection of statuary 
for which marked jeweler favoritism is evidenced. The 
general trend toward the ornate, the revival of 18th and 
19th century motifs, powerfully accelerated by the con- 
tinued popularity of “Gone With The Wind,” book and 
photoplay, offers some explanation here, as well as for 
preferences in decorative china typified by American 
reproductions of Victorian and French occasional pieces, 
an example of which is shown. 

“Gone With The Wind” influence and the general 
trend is cited as arousing demand for antique French oil 
lamps with chimneys and etched glass globes, 150 or 
more years old. This is a natural development, too, 
from further ramifications of the general taste which 




































Right, above—Novel imported Belgian glass beer mugs with 
vari-colored handles. Sturdy and capacious, each holds 14 oz. 
In sets of eight with assorted handles, $7 the set. Rubel & 
Fenton, 225 Fifth Ave., New York. 













"Lei Hawaii" Koa wood, polished by native hands. Taro leaf 

divided salad bowl, $12 retail; with fork and spoon, $15.50. 

Hibiscus leaf salad plate, $2.50 retail. Breslauer-Underberg, 
225 Fifth Ave., New York. 
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made itself manifest in the revival of the Colonial hurri- 
cane lamp as a decorator’s motif over a year ago. 

This year more than ever, gift and art houses report, 
emphasis is laid upon individuality; that is to say, the 
individual artist or hand-craftsman is taking the lime- 
light. This can be seen as a factor in the commissioning 
by Steuben Art Glass, a division of the Corning Glass 
Co., of a group of famous contemporary artists, the ma- 
jority of whom have applied their talent for the first 
time to glass, now broadening so rapidly as an art me- 
dium. 

Unfortunately, Steuben crystal is not available to 
jewelers, Steuben maintaining its own retail outlets; but 
there are many opportunities for the jeweler, apart from 
Steuben, where art pieces in crystal—and metals, porce- 
lains, etc., too—are available. It only remains to the 
individual jeweler to determine how active he shall be in 
realizing and satisfying the art tastes of his clientele. 

Especially cited in this regard is “Argenta” ware, 
examples of which are illustrated. Here is individual- 
ism and modern artistry in its most advanced and func- 
tionalized form. No mere merchandise, actually each 
piece may be considered a collector’s item, each is hand- 
crafted by master artisans under the supervision of artist 
Wilhelm Kage at Gustavsberg, Sweden. By the unique 
Argenta process, chased sterling silver becomes an in- 
tegral part of hand-shaped pottery, the finished object 
presenting the soft sheen of silver against a background 
of lustrous glazes in greens, blues, browns and reds. 

While pieces of the ware are represented in the perma- 
nent collections of ceramics in the Metropolitan Museum, 
New York, and the National Museum in Stockholm, 
prices of the stock pieces are not prohibitive. The ash- 
tray and the cigarette holder shown, for instance, are 
priced at $2.50 and $4.50 retail, respectively. 

Note the new interpretation in Copenhagen porcelain, 
that world famous Danish art. Jewelers familiar with 
the identifying pastel blues of modern Copenhagen din- 
nerware will find this same individuality and distinctive- 
ness in the vases, illustrated, mounted and unmounted. 

The continued availability of crystal pieces expressing 
the Czecho-Slovakian technique is now assured. Czech 
craftsmen are in this country and depicted is a repro- 
duction by these artisans, in finest American crystal, of 
the perfume bottle with bird stopper which last year 
was made in Czecho-Slovakia and which enjoyed such 
popularity with jewelers here. Such a piece, priced at 








New interpretation in Copenhagen porcelain. Vase | 

heights, 6!/2 to 7!/2 ins., in delicate pastel blues. Mounted 

vase and shade, overall height, 17 ins., $35 up, retail. 

Exclusive with Arden Lamps & Shades, 16 E. 53 St., 
New York. 





"Gone With The Wind" revivals are Bethwood Royal 
china American reproductions of Victorian vases. Gold 
scroll and floral decoration, front and back, ivory back. 
ground, $4 retail. Beth Weissman, 49 W. 23 St., N.Y. 





Italian raffia glassware is currently popular among 
jewelers. Left to right, Chianti wine bottle, $1.25 
retail; cruet, vinegar and oil, $1.25; ice bucket, 
$2.50. M. B. Daniels & Co., 35 W. 27th St., New York. 





"Company For Supper" by Dale Nichols ranks in the 

forefront among fine American prints. Popular with 

jewelers are sizes 20 x 26 ins. and 27x 36 ins., $10 and 

$18 each, respectively. New York Graphic Society, 
10 W. 33 St., New York. 
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+8, graphically demonstrates that individualism and su- 
perior quality need not necessarily be regulated by price. 

Attention is called to the fine print shown. Prints are 
especially reported as entering into jewelry store sales. 
This demonstrates the popular taste in contemporary 
American art. Prints of old masterpieces in oil from the 
i7th, 18th and 19th centuries, also garnered consider- 
able attention at the New York Gift Show in February. 
The jeweler is afforded excellent service in these. He 
may order practically any size in the prints he desires, 
and so, more readily fill his client’s requirements. 

The jeweler should bear in mind during this spring 
decorating period that while he may enjoy an additional 
seasonal sales volume in such items as here illustrated, 
nevertheless, these substantially are year ‘round gift 
items as well and admirably fit into his gift department 
which, as a whole should show a fairly regular sales turn- 
over against the seasonal spurts of certain jewelry mer- 
chandise. 

Shown as an extremely popular gift item are the Bel- 
gian glass beer mugs with vari-colored handles. These 
have the individuality of hand-craftsmanship in a com 
bination of the decorative with the utilitarian. Also 
having such features and currying current favor are the 
“Lei Hawaii” Koa woods, each a product from the hands 
of native wood carvers. Last, but not least, is the popu- 
lar group of Italian raffia glassware shown—decorative. 
utilitarian pieces, all. 


MANY JEWELERS AT NEW YORK GIFT SHOW 

PIRITED buying by jewelers in attendance at the 

New York Gift Show, held in February, manifested 
itself in decorative and utilitarian art lines of glass, 


(Rarbana Kates 


HELPS YOU INCREASE YOUR STORE TRAFFIC... 


INCREASE YOUR PROFITS 


Vewel Afipreal 







No. 103 THE ALBUM. 
RETAIL PRICE $5.00 


No. 201 MIRANDA. 
RETAIL PRICE $3.00 


(*Reg. U.S. Pat. Office) 


*** MANICURE SETS 
NAIL POLISH 


china, carved and painted woods, silver, wrought iron 
and semi-precious metals and leather. 

Total registration ran close to 5000, nearly 1000 
ahead of that of the previous show, and a substantial 
per cent were jewelers, who came from points as far 
distant as Canada, Florida and the Mid-West states to 
inspect the 517 lines of merchandise displayed. At least 
200 of those lines were definitely jewelry store merchan- 
dise and of very direct interest to those enterprising 
jewelers who in recent years have found it profitable 
either to institute gift departments or expand their lines. 

One manufacturer reported writing an order touching 
four figures for a well-known Canadian jeweler. The 
order consisted chiefly of wrought-iron glass-topped 
ornamental tables, lamps, and heavy glass and wrought- 
iron bookends. 

Fine leather goods enjoyed the best show business in 
vears, with a large percentage of the merchandise going 
to jewelers. English bone china also met good jeweler 
reception, as did most lines of domestic china and orna- 
mental porcelains, and silver and other metal gift wares 
were in good demand. 

During the show, the National Gift and Art Associa- 
tion elected the following officers: President: Henry 
Underberg, of Breslauer-Underberg, New York; vice- 
president, A. Stanley Brussel, New York; secretary- 
treasurer, George F. Little. 

Elected to the board of directors are: R. Aberli, Jr.., 
S. Craig Preston, Harper Junius, Max Wille, Jr., 
Emmet White, H. J. Humphrey, W. H. Fenton, Edward 
S. Lynch and Mr. Brussel. 


\\\ | GRAPE FRAPPE, FROSTED RED, 
EVENING STAR AND 
BURNISHED ROSE 






ed 
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Barbara Bates “Jewel-Appeal”* Nail Polishes 
create hands that invite jewels ! Let women 
know you are interested in the beauty of 
their hands and they'll look to you—not only 
to make jewels of their fingertips—but for 
jewels to wear. Display these “Jewel-Appeal” 
manicure sets and polishes and you'll discover 
a new year-round seller. For further details, 
please write to: 


BARBARA BATES...C. J. Bates & Son 
366 Fifth Avenue, New York - Factory, Chester, Conn. 
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GIFT MARKETS TAKE BUYERS FAR ABROAD 


IFT markets beekon from every corner of the world 

and, to satisfy the fastidious public taste, buyers 
constantly are traveling to the farthest corners of the 
earth. 

Jewelers will find many objects to liven their gift 
departments when S. S. Sarna, of the New York firm of 
the same name, returns from his current extended trip 
which will take him to Java, Bali, Sumatra, Honoluly 
and the Philippines. Balinese figures and batiks wil] 
form a large part of the collection which Mr. Sarna wil] 
show at the fall gift shows together with motion pictures 
taken during his trip. Mr. Sarna, who will negotiate 
for the establishment of buying offices in Java and Balj 
during his visit to those places, is expected to return to 
the States in May. 

M. B. Daniels, who heads the New York house of M. 
B. Daniels & Co., has arrived in China for a tour of the 
gift markets in the Far East. Early in February Mr. 
Daniels returned from a buying trip covering European . 
markets. 

Mrs. J. W. Robbins, of China Overseas, also New 
York gift importers, is in the Orient, restocking that 
company’s collection of art objects and oriental jewelry, 
She will visit Shanghai, Peiping, Hong Kong, the Dutch 
East Indies, Siam, Bali and India. 





A complete photographic ser- 
vice, supervised by experts with 
years of training, insuring best a 


results. 
PHILADELPHIA SHOW MARCH 25-29 


ae Attention is called to a change in dates of the Phila- 
hee delphia Gift Show. Originally scheduled one week 
67 Irving Place New York City earlier, the show now is to be held at the Benjamin 
, Franklin, March 25 to 29. 
AE || |The change was decided in order not to conflict with 
= observances of the week prior to Easter, original show 
66 dates having been March 18 to 22. 

Last August, with the demand for hotel accommoda- 
tions occasioned by the World’s Fair, the semi-annual 
New York Gift Show was combined with that of Phila- 
delphia. The joint show produced unprecedented in- 
terest and is credited as the chief factor making possible 
a show this spring that is 65 per cent larger than earlier 
local Philadelphia shows, according to William Little, 
of George F. Little Management, Inc., show directors. 
An entire additional floor of the hotel will be required 
to house the enlarged show. 

The Boston Gift Shew, which opened at the Hotel 
Statler March 4 and will continue through five days, 
is 15 per cent larger than its predecessor and occupies 
three floors. Early registration indicates heavy jeweler 
attendance. A dinner-dance, under the auspices of the 
National Gift and Art Association, scheduled for March 
7, replaces the later supper-dance which was held in 
former years. 








ear-drop’’ Crystal 
Venetian Pheasants 


These handsome pheasants are beautifully modeled. 
Graceful decorative pieces for buffet, dining table 
or mantel. Imported from Italy. They are each 
12 inches long and retail for $30.00 per pair. 


immediate Shipment 


EBELING & REUSS, INC. 


NEW YORK, LOBBY FLOOR, 225 FIFTH AVENUE 


Philadelphia, Main Office, 707 Chestnut St. 
Chicago, Room 1557, Merchandise Mart 











U. S. JEWELRY EXPORTS RISE 


Jewelry made in the United States enjoyed a favor- 
able foreign market last year. Figures released last 
month by the Specialties Division of the Department of 
Commerce revealed that jewelry exports during 1939 
showed an increase of 19 per cent over the 1938 value. 

December exports of jewelry had a gain of 44 per 
cent over December, 1938. 
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1940 ANRJA-NACJ Exhibition 
Scheduled for Week of Aug. 26; 
1941 Show in Chicago 


As reported last month in Tue 
JeweLers’ Circutar-Keystone, the 
National Association of Credit 
Jewelers and the American National 
Retail Jewelers Association have 
agreed to unite in sponsoring one 
consolidated jewelry show instead of 
each association staging its own in- 


dividual exhibition, as heretofore. 

Each association will retain its sepa- 
rate identity and each will continue to 
hold its separate convention sessions, but 
both conventions will be held in the same 
city and during the same week so that 
the combined show will be available to 
the members of both groups. 

The ANRJA for each of the past 
several years has convened in New York, 
while NACJ has regularly met in Chi- 
cago. Consequently it was necessary to 
work out some agreement as to where 
the show and convention should be held. 
Each association quite naturally held out 
for its own location and it was therefore 
decided to settle the question by alter- 
nating between the two cities, and let the 
location of the first show be determined 
by a vote of the exhibitors. This poll, 
which has now been completed, has se- 
lected New York for 1940, which means 
that in 1941 the exhibition and conven- 
tions will be held in Chicago. 

Undoubtedly the decision in favor of 
New York was influenced to a consider- 
able degree by the presence of the 
World’s Fair in that city during the com- 
ing summer. Many exhibitors felt that 
the availability of the Fair would be 
helpful in attracting attendance and, 
therefore, that it would be wise to take 
advantage of this while the opportunity 
existed. 

All concerns who exhibited at either 
or both shows in 1939—a total of 204— 
were sent a ballot on which they were 
requested to indicate their preference 
for 1940, with the understanding that the 
_ city would receive the event in 

Of the 204, a total of 166 ballots were 
received, 25 of which were not counted 
in the final computation for various rea- 
sons, such as the exhibitor stating that 
he had no preference, failing to sign his 
ballot, ete. Of the 141 eligible votes 
which expressed a choice, 90 preferred 
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New York Gets First J 


oint Show 








New York for 1940 and 51 voted for Chi- 
cago. The result of the voting was also 
computed on the basis of the number of 
dollars spent by each concern for ex- 
hibition space, as it was felt that some 
weight should be given to the preference 
of the large exhibitors who contribute a 
substantial part of the total revenue of 
the two shows. In this compilation, the 
concerns which had exhibited only in 
New York were counted for the num- 
ber of dollars spent for exhibition space 
in that city. The same method was ap- 
plied to those who exhibited at Chicago 
only. In the case of companies which 
showed at both places, the total amount 
spent by such concerns at both places 
was divided by two in order to strike an 
average. 

This computation by dollars divided in 
very nearly the same percentage as the 
count by number of exhibitors. The 90 
exhibitors voting for New York account- 
ed for $17,952.25 worth of show space, 
while the space occupied by the 51 vot- 
ing for Chicago amounted to $10,240.00. 

The exhibitors’ committee reported the 
result to the presidents and secretaries 
of both ANRJA and NACJ on Feb. 10, 
and, after presenting the above statistics, 
concluded its letter by saying, “the com- 
mittee now feels sure that each organi- 
zation will be satisfied that the prefer- 
ence of the vast majority of the ex- 
hibitors has been freely expressed in 
choosing New York for the 1940 location, 
and that both organizations will now 
proceed with their plan to make this 
first combined show a complete success. 
The committee again pledges you its 
united support in assisting in all pos- 
sible ways.” 


SHOW WILL BE AT WALDORF-ASTORIA 


Since one clause of the agreement pro- 
vides that when the show is held in New 
York, ANRJA would have charge of ar- 
ranging the details while NACJ takes 
over the same duties in the years in 
which the exhibition is in Chicago, and 
since it has now been definitely decided 
that the 1940 show will be held ‘in the 
former city, Secretary Charles T. Evans 
of the ANRJA has announced that the 
event will be staged at the time and 
place originally scheduled by ANRJA 
for its own meeting before the joint ar- 
rangement was agreed upon. That is, 
the place will be the Waldorf-Astoria 
Hotel, the week starting Aug. 26. 

Further details will be published .in 
these columns as additional announce- 
ments are made from time to time. 
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Winston Obtains 
Option to Purchase 


Vargas Diamond 


The Vargas diamond, the largest dia- 
mond ever found in Brazil, probably the 
fourth largest diamond found in the 
world at any time and at present the 
largest uncut diamond in the world, last 
month received a baptism of the vast 
amount of publicity that awaits its cleav- 
ing, sawing, polishing and sale. 

The Feb. 24 issue of Collier’s devoted 
three pages to the great Vargas. gem, 
in an illustrated story by Frank Gervasi 
that not only whets interest in the Var- 
gas but in all diamonds. 

The fact that Harry Winston, diamond 
importer, 620 Fifth Ave., New York, has 
purchased an option to buy’ the Vargas— 
news that had been circulated for some 
weeks in New York. diamond circles— 
was brought out in the Collier’s article. 

“Eventually the Vargas will be cut up 
into marketable gems,” the magazine 
told its readers. “How many the rough 
piece will yield only Harry Winston 
can guess and he won’t talk. He predicts 
that they will be blue-white.” 

The figure of $2,000,000 was given as 
the probable eventual value of the gems 
that will be cut from the Vargas, which 
yielded its finders, two poor Brazilian 
diamond-hunters, $250,000, when they 
sold it to agents of a Dutch bank in Rio 
de Janiero. How much Mr. Winston 
paid for his option on the stone has 
not been disclosed. 

The Brazilian gurimpeiros found the 
stone in October, 1938; it arrived in 
Amsterdam Nov. 11, 1938. 

Weighing 726.60 carats, the Vargas is 
exceeded in weight only by the Cullinan . 
diamond, 3106 carats; the Jagersfontein 
Excelsior, 971%, carats, and the Great 
Mogul, an Indian stone, of which we 
have no accurate description but which 
is said to have weighed 787 carats before 
cutting. 

By remarkable. coincidence, the Var- - 
gas exceeds the Jonker diamond, which - 
weighed 726 carats before cutting, by 
six-tenths of a carat.- Ceineidence, too, - 
is the fact that the Jonker was the first 
of the world’s great diamonds to be pur- 
chased by an American, Harry Winston, 
who now presumably is about to pur- 
chase the Vargas, the.first great gem 
which has been discovered since Jacobus 
Jonker found the Jonker diamond near 
Pretoria, South Africa, on Jan. 16, 1934..: 








Gruen Watch Co. Directors 
Place Class C Preferred Stock 
On $1.50 a Year Dividend Basis 


Cincinnati—Taking steps to place the 
6% $25 par value class C preferred 
stock on a regular annual dividend basis 
of $1.50 a share, the board of directors 
of the Gruen Watch Co. at its meeting 
Feb. 16 declared a dividend of 25 cents 
a share on such stock to cover the months 
of February and March, 1940. The divi- 
dend is payable April 1 to holders of 
record on March 15. According to Ben- 
jamin S. Katz, president of the company, 
it is expected that a regular quarterly 
dividend of 3714 cents per share will be 
paid on the class C preferred stock on 
July 1 and every three months there- 
after. a 

Class C preferred stock as well as 
common shares were issued to holders 
of old preferred stock of the company 
at the time of the reorganization in 1935. 
At that time various prior securities 
were issued to eight bank creditors to 
whom were owed approximately $1,800,- 
000. No dividends could be paid on the 
class C preferred stock or common stock 
of the company as long as any debentures 
or class A stock, issued to banks, was 
outstanding. The debentures issued to 
the banks were retired several years ago 
and on Feb. 1, 1940, the last of the class 
A preferred stock was retired. The 
declaration of the dividend is the first 
dividend paid on the class C preferred 
stock since the reorganization and is the 
first dividend payable on any securities 
(except those issued to the banks in the 
reorganization) since Nov. 1, 1931. 

In addition to the declaration of the 
dividend on the class C preferred stock, 
the board of directors declared a divi- 
dend on the class B preferred stock. Ac- 
cording to Mr. Katz, it is expected that 
the holders of class B shares will change 
the same forcommon stock of the company 
as authorized in the plan of reorganiza- 
tion of the company. The board decided 
to postpone consideration of declaration 
of dividends on the common stock await- 
ing results of operations of the next 
few months. 

According to Mr. Katz, the earnings 
of the Gruen Watch Co. for the three- 
year period ending March 31, 1939, aver- 
aged better than 20 times the required 
dividend payments on the class C pre- 
ferred stock and were equivalent to 
slightly better than $1.20 a share average 
on the common stock. Mr. Katz stated 
that the present year which will end 
March 381, 1940, will be better than last 
year and that it gives every indication 
of being one of the best years in the 
history of the company. 

The directors of the company author- 
ized the purchase of all class B_ pre- 
ferred shares of the company held by 
The Central Trust Co., escrow agent, 
against unexercised warrants of share- 
holders and rights issued to old stock- 
holders of the company entitling them 
to purchase class B shares, convertible 
into common stock, of the company, 
which will expire on March 2, 1940. 


St. Paul Guild Seeks Members 


St. Paut, Minn.—Joe Eschenbacher, 
new president of the St. Paul Watch- 
makers Guild, stressed membership as 
one of the principal objectives for 1940, 
in preparation for a watchmaker li- 
censing law in 1941, at the January 
meeting. 
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HE accompanying map shows in per cent how independent jewelry store sales during January, 
T is40, yom ee vith come done in January, 1939. On the basis of reports from 833 stores in 
33 states, the amount of business done in January, 1940, was 13.2 per cent greater than that of Jan- 
uary, 1939, as well as about I! per cent ahead of the same month two years ago and 13 per cent 
ahead of the month three years ago. There was a decrease of 75.1 per cent from December, 1939. 

THE JEWELERS' CIRCULAR-KEYSTONE'S Index of Jewelry Store Sales for the first month of the 
new year stands at 110.9, compared with 98 for January, 1939, and 100 for January, 1938. January 
was the eleventh consecutive month with larger jewelry store sales than the corresponding month 
of the previous years. ' 

Reporting jewelers’ data in shaded areas figure in national totals, but are not revealed by states 
in order to avoid disclosing individual operations. When additional jewelers in those states supply 
sales figures, the Current Statistical Service of the Bureau of the Census will publish data for the 
shaded states. Cooperating jewelers receive, free of charge, useful current sales information. == 

With gains of 32.5 per cent, 30.6 per cent and 22.7 per cent, Connecticut, Texas and Michigan 
have replaced Oregon, Washington and Georgia at the top of the list of states with especially 
favorable comparisons with a year ago. Oregon comes next with a gain of 22 per cent, followed 
by Colorado with 18.5 per cent, Wisconsin with 17 per cent, Arkansas with 16 per cent and Illinois 
with 15.6 per cent. Only two reporting states averaged smaller jewelry store sales than the same 
month of 1939. . ’ 

January jewelry store sales are shown for the following cities in comparison with the same month 
of 1939: Chicago, plus 22.3 per cent; Los Angeles, plus 24 per cent; Portland, Ore., plus 24.4 per cent; 
St. Louis, Mo., plus 8.4 per cent; San Francisco, minus 3.3 per cent, and Seattle, plus 3.3 per cent. 
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The name “Sheffield,” the complaint 
states, has been employed to designate 
silverplated hollowware that has _ been 
manufactured in Sheffield, England, 
where, nearly 200 years ago a type of 
silverplated ware known as “Sheffield” 
plate was originated. When used in con- 
nection with plated ware, the name im- 
mediately suggests the English city to 
a substantial part of the purchasing 
public, the complaint states, and use by 
the respondent of the word “Sheffield” 
allegedly has a tendency to mislead and 
deceive purchasers. 


F.T.C. Orders Silver Firm 
To Delete "Sheffield" from Name 


Wasuinoton, D. C,—A_ complaint 
against the Sheffield Silver Co., of 
Jersey City, N. J., charging misrepre- 
sentation, was announced Jan. 31 by 
the Federal Trade Commission. The 
complaint charges that by the use of 
the word Sheffield in its corporate name 
the firm represents and implies that it 
is engaged in the sale of silverplated 
ware manufactured and fabricated in 
Sheffield, England, and that its product 
had its origin in that city and is made 
by skilled artisians located there, when 
in fact, the complaint continues, all its 
wares offered for sale are manufactured 
at its place of business in New Jersey. 
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Atevo, I1u.—Failing eyesight and 
health necessitated the recent retirement 
of W. H. Philleo, of Philleo Bros., after 
51 years in the jewelry trade. 
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Oneida Develops 
Wage Security Plan 
For 2700 Workers 


Onewa, N. Y.—Oneida, Ltd., manu- 
facturers of silverware, have announced 
to their employees a wage security plan 
designed to maintain during periods of 
slack employment the normal earnings 
of 2700 hourly workers in plants at 
Oneida, Niagara Falls and Toronto, Can- 
ada. 

The Security Wage Savings Account, 
the name under which the plan will be 
known, was explained by M. E. Robert- 
son, general manager, before a meeting 
of 2000 company officials and employes, 
and was made public simultaneously 
with the announcement of bonuses total- 
ing $230,000. 

“The objective of the new security 
plan,” Mr. Robertson said, “is to provide 
income security, to guarantee as far as 
is possible a minimum of 36 hours’ pay 
a week, 49 weeks a year, for all hourly 
workers of over one year’s service. It 
covers only that unemployment resulting 
from bad times and factory shut-downs.” 

Mr. Robertson explained that in ad- 
dition to a cash bonus of one week’s 
pay, which each hourly worker with 
more than ene year’s employment is get- 
ting immediately, the company is giving 
an extra bonus, equivalent to 40 hours’ 
work at the employe’s regular wage rate. 
Under Oneida’s new wage security plan, 
he said, if the worker leaves this 40 
hours in the Security Wage Savings Ac- 
count, the company will contribute an 
additional 32 hours, making a total re- 
serve of 72 hours. For employes of more 
than five years’ standing, the company 
contribution will be 40 hours, making 
the total reserve 80. In the course of 
the next year, overtime wages above 44 
hours a week will also be put into the 
security fund until a maximum reserve 
of 120 hours is reached. 

Benefits will be paid when an employe 
works less than 36 hours in any week. 
When this happens the security fund 
will make up enough time to bring the 
worker’s pay check up to the amount 
he would normally receive if he had 
worked a full 40 hours. If, for any rea- 
son, the employe leaves the company, all 
contributions will be returned to him in 
cash. 

The reserve of 120 hours, Mr. Robert- 
son said, would, if used consecutively, 
cover three weeks of unemployment each 
yeer. He explained, however, that in 
practice this reserve could work out in 
such a way as to cover the loss of one 
full day’s employment a week over a 
period of 15 weeks. 

Oneida, Ltd., grew out of a coopera- 
tive community enterprise started 92 
years ago. In its early history residents 
in the community—husbands, wives and 
even children—shared in the profits of 
making and selling a wide variety of 
goods, of which silverware gradually be- 
came so important that all others were 
dropped from active manufacture. The 
present Oneida Co. was formed, and has 
since become one of the major manufac- 
turers in the industry. 





A. Maimone, diamond importer, has 
recently opened offices at 304 Jewelry 
Trades Building, Los Angeles. He was 
previously located in Antwerp. 
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Indiana Convention Dates Set; 
State Officers Vote to Quit 
Affiliation With A.N.R.J.A. 


Inpranapotis—Officers of the Indiana 
R.J.A. arranged to hold their annual 
convention June 23-25 at the South Shore 
Inn, Lake Wawasee, near Syracuse, a 
favorite spot for Indiana conventions. 
With the renewed interest in the state, 
this is expected to be one of their largest 
conventions. To their first solicitation of 
new members this year, 78 responded 
with dues in a few days, making their 
present membership the largest in years. 

At the same meeting the officers and 
executive board voted unanimously to 
withdraw their affiliation with the Amer- 
ican National Retail Jewelers Associa- 
tion. From discussions pending a vote 
on the resolution of withdrawal, it was 
evident that this organization desires to 





work as an individual one until such 
time as there is not only one annual 
combined show of merchandise, but one 
combined national association. 





Retail Jewelry Store Sales in 1939 
Estimated at $307,000,000, 
10 Per Cent Greater Than 1938 


Wasuincton—Registering an increase 
of 10 per cent, retail sales of jewelry 
aggregated $307,000,000 in 1939 com- 
pared with $279,000,000 in 1938, accord- 
ing to Domestic Commerce, a Depart- 
ment of Commerce publication. 

Only automotive mail order and furni- 
ture and household appliance businesses 
had greater percentage increases in 1939 
over 1938, out of 14 different business 
groups whose sales were analyzed. 

The average increase for all business 
groups was 7 per cent. 
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GIVES YOU POWERFUL SUPPORT 


IN 1940 


Not one ad, but a year ‘round campaign. Not one mag- 
azine, but the big four. That's Harvel’s national advertising 
drive for 1940—plus illustrated booklets, display cards, 
mat service and other merchandising helps to sell more 


Harvel watches for you. 





CUSTOMERS TODAY, CUSTOMERS TOMORROW 


It pays to make Harvel your leader. Because Harvel offers accuracy and style 
in EVERY price range. Up-to-the-minute jewelers know it from experience! If 
you are interested in featuring a watch line that offers you sales-making, 
profit-building possibilities, we suggest that you give serious consideration to 
Harvel. All Harvel representatives are now covering their respective territories. 


Write today for information: 


HARVEL WATCH COMPANY 


ROCKEFELLER CENTER, NEW YORK 


Western Office: 


PANAMA BLDG., PORTLAND, OREGON 


HAKVEL America Dittinguited omgpicce 


FROM $19.75 TO $2,500...ACCURACY AND STYLE IN EVERY PRICE RANGE 
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75th Anntbersarp 


Integrity, Service, Manufacture 
INSIGNIA JEWELRY 


We carry a fine stock of Masonic 
and other emblems, buttons, pins, 
rings, charms, etc. 
















Special Order work of all kinds 
Jewels, College Jewelry, Repairing 
I. BEDICHIMER & CO. 
S.W. Cor. Sansom & Twelfth Sts. 


Philadelphia, Penna. 
Established 1865 






































Without LIQUID PASTE or POWDER 


This new, handy, chemically treated 
polishing cloth will be welcomed by 
everybody who has any object to 
polish. 


The large imprint surface on the 
oversize 10" x 17" cloth pro- 
vides ample space for your 
sales message ... and repeats 
your story every time the cloth 
is used. ; 


You will find CADIE CLOTH an ex- 
cellent low cost premium . . . in- 
expensive enough to give away to 
your customers. 

CADIE CLOTH offers unusually 
many possibilities to keep your cus- 
tomer ever mindful of your name, 
which is certain to result in greater 
store traffic for you. 


Cadie Chemical Products, Inc. 


42 East 23rd Street NEW YORK CITY 
Algonquin 4-6689 




































OFFICIALS OF THE BOSTON JEWELERS’ CLUB 


Back row, left to right: John S. Kennard, Hodgson, Kennard & Co.; Carl F. Lawton, E. H. Saxton 

Co., past president; L. Blaine Libbey, E. F. Lilley Co., Milford, president Massachusetts & Rhode 

Island Retail Jewelers' Association, and S$. Gould Cook, A. Stowell & Co., all directors. Front 

row: Albert R. Kerr, secretary and treasurer; Henry R. Arnold, H. R. Arnold Co., president: 

Arthur M. Horne, Shreve, Crump & Low Co., vice-president and director, and William L. Stone, 
Gorham Co., past president and director. 


Boston Jewelers’ 
Banquet Sets Record 
For Attendance 


Boston—All previous records for at- 
tendance at the annual banquet of the 
Boston Jewelers Club were shattered at 
the 52nd party held in the Copley Plaza 
on the night of Feb. 10, when 682 mem- 
bers and guests assembled in the grand 
ballroom. 

Traditional for the unique manner in 
which it blends dignity with good fel- 
lowship, the party was a complete suc- 
cess from every point of view. 

Following a round of informal cock- 
tail parties in various suites through the 
hotel, members and their guests assem- 
bled for the reception at 6 o’clock, where 
they were greeted by President Henry 
R. Arnold, Vice-President Arthur M. 
Horne and Secretary-Treasurer Albert 
R. Kerr, supported by the reception 
committee headed by Howard A. Martin, 
and composed of Nathan Alberts, G. B. 
Anderson, E. C. Cotter, Allen Davidson, 
S. Sydney DeYoung, George E. Frye, 
Fred W. Goudey, W. J. Harber, E. B. 
Horn, A. S. Kelley, W. A. Kinsman, E. 
W. Kirby, H. O. Knight, Willard F. 
Keith, E. P. Lingham, George Lunt, W. 
J. Marshall, E. C. Mayo, Arthur Moore, 
D. C. Percival, Jr.. Elmer C. Read, Stur- 
gis Rice, George A. Schuetz, B. D. 
Shreve, A. W. Weatherbee, Jr., and F. 
T. Widmer. 

At 6:30 members and guests filed into 
the dining hall, where they were served 
with the customarily fine dinner pro- 
vided by the Copley Plaza to the accom- 
paniment of music from the orchestra 
of W. Edward Boyle. 

All speechmaking was suspended, with 
Bartley Doyle’s long established position 
of toastmaster at this affair being purely 
an honorary one this year. An elaborate 
and varied floor show followed immedi- 
ately upon the close of the dinner, after 
which the souvenirs, compact and at- 
tractive Philco Transitone radio sets, 
were distributed and the assemblage dis- 
persed for informal jollity “until clos- 
ing.” 
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That the affair was such an unquali- 
fied success was due to the splendid 
work of the committees in charge, who 
labored long and faithfully in its prep- 
aration. The general committee was 
composed of the officers, Henry R. Ar- 
nold, president; Arthur M. Horne, vice- 
president, and Albert R. Kerr, secre- 
tary-treasurer, and the directors of the 
club, J. Gculd Cook, John S. Kennard, 
Carl F. Lawton, L. Blaine Libbey, L. 
F. Percival, Jr., and William L. Stone. 

Arrangements for the dinner and en- 
tertainment were in charge of Albert R. 
Kerr, L. Blaine Libbey, John S. Ken- 
nard, J. Gould Cook, Carl F. Lawton 
and William L. Stone. 

The souvenirs were selected and ar- 
ranged for by Carl F. Lawton, Arthur 
M. Horne and William R. Stone and 
other arrangements were handled by the 
capable and hard-working secretary, Al- 
bert R. Kerr, assisted by L. Blaine 
Libbey. 


$50 Tax on Credit Selling 
Fought by Denver Jewelers 


Denver—Just as the state taxation 
upon them seems to have reached the 
limit, Denver jewelers find ‘themselves 
up against a $50 annual instalment sell- 
ing license fee. The new measure was 
passed by the city council, Dec. 12. It 
applies also to loan and finance com- 
panies. 

Wolf Hansen, 16th St. jeweler, repre- 
sented retail jewelers and other instal- 
ment sellers before the council, presenting 
a huge petition, setting forth objections 
to the $50 tax, and proposing, as an al- 
ternative, that an occupational tax of 
$5 to $10 be levied on all merchants. 
The council brushed the jewelers’ appeal 
to one side. 


Birks’ Old Guard Grows 


Montreat—The annual representation 
took place Feb. 1, for members of Henry 
Birks & Sons, Ltd., with 25 years of 
continuous service, who have become eli- 
gible for the Birks Old Guard. The 
Montrealers who become members are 
R. Lafleur, W. H. Rey, Richard Fair. 
The Birks firm has on its Montreal pay- 
roll 62 members of the Old Guard. 
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Sokolsky Warns 
New Englanders 
Against Tax Rise 


ProvineNce—Nearly 500 members and 

ests turned out for the annual banquet 
of the New England Manufacturing 
Jewelers and Silversmiths Association, 
held in the Providence Biltmore Hotel, 
Feb. 17. Guests included local and state 
government officials and officers of many 
jewelry associations. 

The entertainment committee, depart- 
ing from its usual custom of having a 
single guest speaker, had two this year, 
George E. Sokolsky, newspaper column- 
ist and foreign correspondent, and the 
Rev. John Nicol Mark, humorist. Wil- 
lard A. Ormsbee, president of the asso- 
ciation and toastmaster for the evening, 
presented Senator Theodore Francis 
Green, of Rhode Island, Secretary of 
State J. Hector Paquin, Mayor John 
W. McIntyre, of Attleboro, and Ken- 
neth I. Van Cott, chairman of the Jew- 
elry Industry Publicity Board. 

“Orchids to the Metal Findings Manu- 
facturers Association,’ said Mr. Van 
Cott, presenting an orchid to William 
G. Lind, president of the association, 
which was the first of the New England 
area to subscribe to the 1940 jewelry 
publicity fund. The findings’ makers 
subscriptions doubled last year’s. 

Mr. Sokolsky warned the manufac- 
turers that this country faces a “totali- 
tarian revolution” as absolute as any in 
Europe unless expanding powers of the 
government are curbed. Pleading for 
the preservation of liberties which have 
already been lost in Europe, Mr. So- 
kolsky, who has had vast experience in 
Russia and the Far East, told the gath- 
ering that each one must determine in 
his heart and soul that government shall 
not restrict our liberties by further in- 
creasing the public debt and oppressive 
taxes to take private profit and private 
initiative out of business. 

He warned that a revolution will exist 
in the United States when control of 
the real power of the determination of 
wages, hours and working conditions 
passes from the hands of the business 
men and the people themselves into the 
hands of the government. He accused 
the manufacturers of the nation of hav- 
ing taken the first step toward totali- 
tarianism the day they voluntarily ac- 
cepted NRA codes. Despotism in Euro- 
pean nations arose, he said, when the 
burden of debt and oppression of taxes 
became just too great for business to 
stand and still make a profit. 

Men, he said, then turned to the gov- 
ernments to seek stabilization and _ se- 
curity and, when the governments them- 
selves became overburdened, they were 
forced to take over private enterprise, 
“snuffing out private enterprise and 
initiative and smashing human liberties.” 

Senator Green appealed to the jewelry 
manufacturers to support the reciprocal 
trade agreement program of the govern- 
ment, pointing out that under those agree- 
ments international trade of this country 
during the first nine months last year 
was almost 300 million dollars larger 
than in the corresponding period of 1938. 
The welfare of New England manufac- 
turers, he said, and particularly that of 
the jewelry makers, is inevitably tied in 
with the welfare of all other economic 
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groups in our country and the public 
welfare has been greatly promoted 
through the trade pacts. 

The banquet was arranged by the fol- 
lowing committee: Benjamin Brier, 
chairman, Earl H. Ashley, Edgar E. 
Baker, Frank R. Budlong, Alpin Chis- 
hoim, Louis Garfinkle, Horace  B. 
Gowan, Max Kestenman, Harold Klindt, 
Joseph H. Lancor, Donald Le Stage, Jr., 
Paul Levinger, John S. Morin, Lester 
S. Peterson, Russel L. Rooney, Benja- 
min Rossman, Edson W. Sawyer, Samuel 
M. Stone, Jr., Hayward H. Sweet, and 
H. Benjamin Whitaker. 





Watch Inspection 
Week Scheduled 


March 23 Thru 30 


National Watch Inspection Week, this 
year, will be held March 23 through 
March 30. 

This activity is sponsored each year 
by the United Horological Association 
of America, which at present has 126 
affiliated state and local organizations 
throughout the country. 

Jewelers and repairers, including both 
members and non-members of U.H.A.- 
affiliated organizations, participate in in- 
creasing numbers in this annual promo- 
tion, which helps boost repairs and 
establishes contacts for new sales. Co- 
operative advertisements are run in the 
newspapers in many cities headed: 
“Have Your Watch Inspected Free This 
Week at Any One of the Following 
Reliable Shops.” 

“All jewelry stores should participate 
in this event,” said Orville R. Hagans, 
secretary of the U.H.A. “Use the news- 
paper, radio, mail and your windows to 
promote Watch Inspection Week, to cre- 
ate a desire within the minds of the 
public to give greater thought and care 
to their treasured timepieces.” 


Switzerland Extends Protective 
Measures for the Watch Industry 


The Swiss Government’s decree of Dec. 
29, 1937, containing provisions for the 
protection of the Swiss watch industry 
has been prolonged until Dec. 31, 1942. 
The principal provisions of the earlier 
decree continue in force. This applies in 
particular to the regulation prohibiting 
the establishment of new or the extension 
of existing enterprises. As heretofore, a 
special permit for such purpose is re- 
quired. Similarly, the provision has been 
retained authorizing the Federal Depart- 
ment of Economy to approve price sched- 
ules for organizations which are mem- 
bers of the Watch Convention and to de- 
clare these tariffs obligatory also for or- 
ganizations, enterprises, and individuals 
who are not members of the Convention. 
Products of the Swiss watch industry 
may be exported only on the basis of a 
permit issued by the Swiss Watch Cham- 
ber. 





The Topper jewelry store has been 
opened at 119 N. Brand Ave., Glendale, 
Calif., with R. L. Summerfield as man- 
ager. The store is owned by Irwin B. 
Topper, former Los Angeles manufactur- 
ing jeweler. Summerfield came to this 
store from the Louis Lenzer store in 
Long Beach, Calif. 
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GET THIS 


IMPRESSIVE SAMPLE BOOK OF 
SOCIAL ENGRAVING FOR 
YOUR STORE. 


FREE! 


AT ONCE 






COVERED 
IN GOLD 
CLOTH 


Your store, or department, can en- 
joy the prestige and liberal profits, 
which result from sales of Fine 
Engraving. 

Will Ecker & Co., the House of Fine 
Craftsmanship, is offering a most 
complete and decidedly impressive 
sample book of 


WEDDING STATIONERY 
ANNOUNCEMENTS, CARDS, ETC. 


Over a quarter century of experi- 
ence and specialization is reflected 
in this beautiful book. The new 
simplified system of prices is just 
what retail dealers have been hoping 
for for years. 


Prices carry the full dealer’s dis- 
count. And, you will receive valu- 
able selling and advertising sugges- 
tions that will help you get the 
business . . . and hold it. 

No obligations. No charge. Send 
for this fine Sample Book now ... 
it will help you win the patronage 
of the important and socially promi- 
nent people of your city. Write 
today. Dealer-ships will be limited. 


WILL ECKER & CO. 





MANUFACTURERS OF 
FINE ENGRAVED STATIONERY 


414 NORTH 12th BLVD. 
ST. LOUIS, MO. 

















NOBLE 


FINDINGS 


For Manufacturers and 
Repairers of Jewelry 


BADGE FINDINGS 
BARS — BOWS 
BUTTON BACKS 
CATCHES — CHAIN — CLASPS 
CLUTCHES — CORD 
EAR WIRES 
GOLD & SILVER SOLDER 
JOINTS —JUMP RINGS 
PINTONGS — RING GUARDS 
POLISHING MATERIALS 
SAWS — SNAPS — SWIVELS 
WIRE — AND MANY OTHERS 


ALL QUALITIES & FINISHES 


COMPLETELY GUARANTEED 


F. H. NOBLE & CO. 


555 W. 59TH STREET 
CHICAGO, ILL. 











SIMONS 
THIMBLES 


Made in Sterling Silver— 
10Kt. and 14Kt. Gold 


OVE Or Fo PEP CSSOENS 
<6 SF OO PVO PH TIS PHOP VIS 
Les OOSOSSOO SGP OS CROVIWNQ 


SoS 
Lee ePPSOROOD 
spe POPSOGOOO 
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SIMONS BROS. CO. 
269 SOUTH 9th STREET 
PHILADELPHIA 
ESTABLISHED 1839 











1,000 Jewelers and Guests 
Frolic at Joint Banquet 
Of New York Retail Groups 


Approximately 1,000 jewelers and 
their wives and sweethearts forgot all 
about business for one whole evening on 
Sunday, March 3 and enjoyed the de- 
lightful annual dinner-dance of the 
Executive Committee of the Retail 
Jewelers Association of Greater New 
York, held in the grand ballroom of 
the Hotel Astor. The Executive Com- 
mittee comprises the various retailer 
groups in the metropolitan area. 

Gaiety began early as the guests were 
assembling, continued through a satisfy- 
ing dinner, and lasted until the wee 
hours of Monday morning. The splen- 
did floor show was headed up by Dixie 
Dunbar, of movie fame. Ben Nelson’s 
orchestra provided music during din- 
ner and later for the floor show and 
dancing. 

Harry Bromley, New York represen- 
tative of The National Jeweler, who was 
the toastmaster, had the following guests 
of honor, who were seated on the dais, 
take a bow: Phineas Peters, chairman 
of the Executive Board and president 
of the Brooklyn R.J.A.; Leon S. Davis, 
Binghamton, president of the New 
York State R.J.A.; John L. Schwarz, 
president of the Bronx R.J.A.; Bennett 
H. Schwartz, president of the Long 
Island R.J.A.; Henry Astor, president 
of the Metropolitan RJ.A.; M. J. 
Schwartz, secretary of the Executive 
Board; C. M. Bradbury, president and 
William Wagner, secretary of the As- 
sociated Credit Jewelers of New York 
and New Jersey; Andrew Park, presi- 
dent of the Horological Society of New 
York; Kenneth I. Van Cott, Chairman 
of the Jewelry Industry Publicity Board, 
and Ross A. Baer, counsel to the Execu- 
tive Board. 

The men present received handsome 
fountain pens and the women were 
given combination compact and cigarette 
cases as souvenirs of the occasion. 


Oneida Gets Another Injunction 
Forbidding Price-Cutting 


Cepar Rapiws, Ja.—Permanent _in- 
junctions sought by Oneida, Ltd., 
against The Silver Corp. and George O. 
O’Brien, were decreed on Feb. 17, in the 
District Court of Iowa for Linn County, 
to the effect that the Silver Corp., and 
all connected in any way with it, are 
permanently enjoined from advertising 
or offering to the public for sale Com- 
munity Plate and Tudor Plate at prices 
less than the minimum prices for which 
authorized Oneida dealers are permitted 
to sell in this trade area in accordance 
with written price contracts. The de- 
fendants were also ordered to pay costs. 


Jules Chain Stores Corp. 
Adds 36 Jewelry Departments 


The Jules Chain Stores Corp., with 
headquarters at 315 4th Ave., New York, 


since last June has installed jewelry de- |. 


partments in 36 of its 45 stores which 
are operated in 15 states and the District 
of Columbia. Nine additional units are 
to be added by the end of June. This 
firm, which is 31 years old, sells men’s, 
women’s and children’s apparel. 

The jewelry departments were in- 
stalled and merchandised by Marvin N. 
Jessie, who has been actively engaged in 
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WALLACE'S NEW GENERAL MANAGER 


W. W. Rich 


W. W. RICH last month assumed the re- 
sponsible position of vice-president, gen- 
eral manager and director of R. Wallace & 
Sons Mfg. Co., silversmiths, Wallingford, 
Conn. “To his new post, Mr. Rich brings a 
wealth of experience in the designing and 
production of silverware, and its promotion 
and distribution. Before joining R. Wallace 
& Sons Mfg. Co., Mr. Rich was general 
works manager of Oneida Ltd. 








the credit jewelry field in New York 
City for the past 16 years. He does the 
buying and travels from store to store. 

















ZIRCON 
JEWELRY 


Fine creations in 14 kt. 
gold which will appeal 
to your most discrimi- 
nating customer. 


BRACELETS—BROOCHES 
RINGS — EARRINGS 
NECKLACES 


MORRIS KAYSEN CO. 
740 SANSOM ST. 
PHILADELPHIA 


Chicago Rep.: C. R. Drucker, 
29 E. Madison St. 
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L. Schutte & Son, manufacturing 
jewelers, have moved to 65 Nassau St. 
Fred F. Schwartz, diamond cutter 
since 1911, formerly at 87 Nassau St., has 
taken new quarters at 1 W. 47th St. 
4H. L. Herzfelder, president of the 
Fan Co., importers, has again sailed 
for China, to insure the steady flow of 
diversified Oriental imports. 

q After March 1 the Electric Time 
Company, Inc., distributor of Telechron, 
will be located at 915 Broadway in 
larger quarters than those occupied at 
30 Irving Place. 

q Abe Shiman, head of the Shiman 
Mfg. Co., Newark, N. J., accompanied by 
Mrs. Shiman, sailed Jan. 7 on a 40-day 
cruise to South America. They expect 
to return home on March 4. 

q Louis Van Zatsman, dealing in dia- 
monds, watches and jewelry at 20 W. 
47th St., has taken suite 808, in the same 
building, which affords him more floor 
space. 

q The Florn Co., manufacturer and 
distributor of clocks and novelties, has 
moved its offices and showroom to larger 
quarters at 339 5th Ave., opposite the 
Empire State Bldg. 

q Larry Lasner, of the Lasner Jewelry 
Corp., manufacturers at 65 Nassau St. 
went north, last month, for his usual 
winter vacation. He is fond of winter 
sports. 

q John Wong of Chinese Gems Co., 
20 W. 47th St., N. Y., will leave the 
early part of March for China, to visit 
the jade markets in Shanghai and Hong 
Kong. 

q William Nicholson, 80, for many vears 
a wholesale jeweler at 9 Maiden Lane, 
until his retirement about five years ago, 
died Feb. 24. He was a member of the 
Jewelers Fraternal Association. 

q Nat Braunstein, who has had 25 
years in the jewelry business, serving 
jewelers exclusively, is now connected 
with L. Luria & Son, Inc., 160 Fifth 
Ave., and with Moe Becker will have 
charge of the jewelry trade. 

q Lawrence Frank, diamond cutter, 
has embarked into business for himself 
at 71 W. 45th St. Mr. Frank will spe- 
cialize in the cutting of all types of 
fancies, and the fitting of diamonds into 
mountings, 

q Morris Landau, formerly president of 
the Superb Diamond Cutting Corp., an- 
nounced that he has withdrawn from the 
firm and will conduct a business in the 
Import of diamonds under his own name 
on the 16th floor of 562 5th Ave. 

q Norbert Salter, importer of diamonds, 
71 Nassau St., late last month was re- 
leased from Mt. Sinai Hospital where 
he had been a patient for about a month. 
He is now home recuperating from the 
effects of an operation and will soon be 
back on the job. 

q Sol Rothman’s engagement to Miss 
Sylvia Mallon, daughter of Mr. and Mrs. 
David Knapp, has been announced. Sol 
is the Eastern representative of Roth- 
man & Schneider, Inc.,. manufacturing 
Jewelers at 2 W. 47th St., and the son 
of Isidor Rothman, head of the firm. 

4 William N. LeCato, 82, who joined the 
Gorham Co., as a boy of 14, and man- 
aged its retail department on 36th St. 
until 1913, when he retired to a farm in 
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Virginia, died Jan. 27, after a heart 
attack. Mr. LeCato was well-known to 
older men in the trade. His widow and a 
daughter survive. 

q “Commodore” Meyer D. Rothschild, 
“Vice Commodore” Sigmund Cohn, 
“Rear Commodore” Joseph Frank, 
“Chaplain” Otto D. Wormser and 
“Mess Boy” Jacob Mehrlust, the Wal- 
tonians of the jewelry trade, left Feb. 14 
for the Florida Everglades for their an- 
nual fishing trip. 

q With a view to acquainting the pub- 
lic, and especially those who collect and 
deal in jade, with the Drummond collec- 
tion of jade, Dr. Herbert P. Whitlock, 
curator of minerals and gems, at the 
American Museum of Natural History 
will deliver a series of five illustrated 
lectures, on five successive afternoons, 
beginning, April 13. 

q A metropolitan radio audience 
learned the story of cultured pearls, on 
Feb. 14, when Jack J. Felsenfeld, pearl 
dealer at 15 Maiden Lane, delivered a 
talk before the Kiwanis Club. The talk 
was broadcast by one of the local sta- 
tions. Mr. Felsenfeld has made many 
similar appearances before many groups 
in the East on the subject of pearls. 

q Arthur J. Horgan, president of the 
National Gift and Art Association, 220 
5th Ave., has announced his resignation 
as sales manager of the specialty sales 
division of Chase Brass & Copper Co. 
Mr. Horgan started the division about ten 
years ago and built it up to the point of 
being one of the biggest factors in the 
gift, novelty and small wares industry. 
@ Mrs. Tobe Gumbiner, 78, who had been 
in the jewelry business in this city for 
53 years died Feb. 22, at her home, 222 
W. 77th St. Mrs. Gumbiner was proprie- 
tor of a store at 52 E. 46th St. since the 
death of her husband, David. They had 
previously maintained a store at Broad- 
way and 105th St. A son, Leo, and a 
daughter, Mrs. Dorothy Seckler, assisted 
Mrs. Gumbiner in the store. 

A larger sales office at 41 Maiden 
Lane was occupied by F. H. Noble & 
Co. on Feb. 1. It is better equipped to 
handle the increased demand for find- 
ings, jewelry boxes, advertising special- 
ties and sport trophies, than the 
quarters vacated at 15 Maiden Lane. 
Fred H. Dillingham is manager, as- 
sisted by Ed Franzblau, Harold Lawson 
and Ed Olson. 

q W. Wallace Hurd, manufacturing 
jeweler, who was in business in Maiden 
Lane for more than 50 years when he 
retired in 1930, died Jan. 27, at 83. Mr. 
Hurd comes of a long line of silver- 
smiths. Jacob Hurd (1702-1758), and 
Nathaniel Hurd (1730-1777), noted Bos- 
ton silversmiths, were his ancestors. His 
widow, with whom he celebrated his 
golden wedding anniversary last May, 
survives. 

q Horace A. Dwyer, 71, gem cutter, who 
learned his trade years ago with Tiffany 
& Co., died Jan. 27 of a heart attack. Mr. 
Dwyer, who was employed for the past 
five years by Moe Rooder, cutter at 35 
Maiden Lane, had previously been presi- 
dent and treasurer of the International 
Gem Co., which had been located at 315 
5th Ave. He had been with that firm 
for 35 years, having spent 45 years in ali 
in the trade. 
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Whitelaw Brothers 
5 
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k 
DIAMONDS 


48 West 48th St., New York, N. Y. 








BEAD SPECIALIST 


All Kinds of Genuine Stone Bead Necklaces 


Earrings Pendants Bead Bracelets 


Selections on request to responsible Jewelers. 
Necklaces tengthened and restrung. 


DOUBRAVA CO. 
12 John St., New York City 








Grarr, WasHsourne & Dunn 
FINE SILVERSMITHS 


SPECIAL ORDERS 
SOLICITED 


142 WEST 14th STREET 
NEW YORK 














“ORIENTA” 
CULTURED PEARLS 
of QUALITY 








STOP WATCHES 


Low-Priced Line. 

7 Jewels — Popular Sellers. 
Fully Guaranteed. 
Write for free Catalogue 
No. C-3 


BRENET WATCH CO. 
266 W. 40th St., New York 





















IMPORTERS - CUTTERS - POLISHERS 
Precious, Semi-Precious Stones 





\\ 


§. J. SURNAMER CO.—370-7th Ave. N.Y 





ENCRUSTERS 

STONE RINGS ENGRAVED 

@ CRESTS @ DRILLERS 

@ COATS-OF-ARMS @ GEM CUTTERS 

@ SCHOOL AND FRATERNAL EMBLEMS 
Bstimates furnished without obligation 
BRAUNFELD & MEHLMAN 
108 Fulton St. New York, N. Y. 


FRANK KAUFFMANN 


1485 Third Ave., New York, N. Y. 


IMPORTER 


of world-famous hand-carved 


CUCKOO-CLOCKS 


AND ALL PARTS 


Ask for our latest revised 
price list. 





























































































DIAMONDS 


Specializing in stones of superior quality. 
Reliable and efficient service. Cutting 
diamonds since I9II. 


Fred. F. Schwartz 














| West 47 St. N. ¥.C. 
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WHEN FITTING A MAINSPRING 


Be sure that the new spring is an im- 
provement on the old. Use a 
SANDSTEEL 
CROSSCURVED 
MAINSPRING 
The Most Efficient Power Plant For 
Any Watch 
Made in U.S. A. by 


WATCH-MOTOR 


MAINSPRING CO., Inc. 
145 Hudson Street New York, N.Y. 











LADIES' PLATINUM MOUNTINGS 
Solitaire—Wedding—Star—Sapphire— 
Fancy Shaped Rings 
Gents Gypsy Rings in Plat. and 
Gold for Stars or Diamonds 


JOSEPH A. RICH 
Mfrs. of Platinum & Gold Jewelry 
62 W. 47th St. New York City 











Specializing Traveling and Boudoir Clocks 
Also complete Leather Case Service 
110 West 40th St. se New York 














RCH CROWN TAGS 


CELLULOID — METAL — PARCHMENT 


Send for Catalog Illustrating 
Our New Improved Line 
18 Crawford St. Newark, N. J. 








BRONZE SIGNS—LETTERS 
TO MODERNIZE YOUR STORE 
Write for Catalogues and 


helpful FREE DRAWINGS 
U. S. BRONZE SIGN CO., Inc. 


574 BROADWAY « NEW YORK CITY 








“Dead End kid,” is 
being held by New York police on 
homicide charges as a result of his 
shooting of a 15-year-old chum, who 
told him he didn’t dare pull the trigger. 
The fatal shot was fired from one of 
two revolvers which were taken, to- 
gether with an estimated $6,000 worth 
of jewelry, from the jewelry store of 
A. Hollinger, 1216 3rd Ave., the previ- 
ous night. The loot was found in a va- 
cant lot. 

q Walter Lugrin, 61, manager of the 
service department of Longines Witt- 
nauer Watch Co., for which he worked 
for 40 years, died on Jan. 25, at his 
home in Chatham, N. J., after a few 
weeks of illness. Mr. Lugrin had earned 
the affection and respect of his co-work- 
ers and of everyone in the trade with 
whom he came in contract. His father 
had also been with the Wittnauer Co. 
as a skilled watchmaker for years. His 
widow, a son and a daughter survive 
him. 

q Several days after the battered body 
of Samuel Rappaport, Long Beach 
jewelry peddler, was found floating in 
Long Island Sound, police had a con- 
fession from a 19-year-old life guard 
who wanted money to keep up payments 
on a second-hand car and to “take a 
girl out riding now and then.” The 
youth had bludgeoned the 68-year-old 
man when he had called to see the boy’s 
mother with a line of novelty jewelry. 
The victim had been in business in Nas- 
sau St. before the depression. 

q One of the funniest stories of the 
month came out with the arrest of a 
22-year-old burglar, who slept soundly 
at the scene of his depredations in the 
jewelry store of Schwartz Bros., 5th 
Ave. and 47th St., while detectives 
searched for clues after an early morn- 
ing window-smashing on Feb. 13. After 
breaking a display on 47th St. and fill- 
ing his pockets with $5,000 worth of 
watches the young man felt sleepy and 
crawled into the bottom of a-showcase 
and proceeded to sleep. He was still 
in a torpid condition seven hours later 
when Joseph Hirsch, store manager, 
chanced to open the door. 

q Fayette N. Vaslett, venerable figure 
in the Maiden Lane jewelry center, 
received the congratulations of his many 
old friends on Feb. 27, when he attained 
his 85th birthday. Mr. Vaslett, who for 
half a century as a manufacturers rep- 
resentative called on the wholesale trade 
in this area and in the west, continues to 
travel almost every day from his home 
in Brooklyn to 15 Maiden Lane where 
he keeps abreast of affairs of state and 
the jewelry trade. He retired from 
business about eight years ago. For 
most of his business years he carried the 
novelty jewelry line of the Fletcher Bur- 
roughs Co., of which firm he was a 
member when it was liquidated in 1918. 
He later traveled for George L. Vose 
and the White Mfg. Co. and others. 

q The wholesale firm of J. W. John- 
son, Inc., which has been located for all 
of its 71 years in the downtown jewelry 
center, makes another move about March 
1, when it occupies about 4,000 sq. ft. 
on the fourth floor at 15 Maiden Lane. 
The new quarters are brighter and 
roomier than those vacated on the ground 
floor at 10 Maiden Lane. The concern 
which is one of the oldest remaining 


qA_ 16-year-old 


jewelry firms in Maiden Lane was found- 


ed in 1869 at 13 John St. by J. W. John- 
son, father of Herbert G. Johnson 
present head of the business. The busi- 


ness was solely in plated silverware until 
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other jewelry store lines, 
were added. Its deal- 
ings with the jobbing trade extend 
throughout the metropolitan area and 
the Middle Atlantic and Southern states, 
q Despite the fact that it was the 
worst night of the winter there were 
residents of three states, 12 different 
cities and towns, who had to travel a 
total distance of 1,200 miles, at the 
February meeting of the New York 
Chapter, A.G.S., at which Dr. Fred- 
erick H. Pough, of the American Mu- 
seum of Natural History lectured on 
beryls. He explained the source, forma- 
tion, methods of mining and other phases 
of emeralds, aquamarines, morganites 
and other beryls. He showed many inter- 
esting rough specimens and also an 
early synthetic group which he con- 
trasted with a product of more recent 
manufacture to show the development 
which has been made. Walter Klinger, 
of the Wm. V. Schmidt Co., also showed 
numerous stones, both synthetic and 
genuine. 


1917 when many 
except jewelry, 


Murphy, Sperling Register 
Protest to Factors’ Act Change 
With Empire State Solons 


Arpany, N. Y.—The jewelry trade 
had two of its ablest lawyers here, Feb. 
27, to register opposition of 17 jewelry 
trade organizations, the Merchants As- 
sociation of New York and the New 
York Bar Association, to the Reoux 
bill, which would amend the Factors’ 
Act. 

Richard C. Murphy, secretary to the 
Jewelers’ Committee, and Henry L. 
Sperling, executive secretary of the 
Jewelry Crafts Association, were here 
to reiterate the sentiment of the jewelry 
trade against this legislation. 

At a meeting of the Jewelers’ Com- 
mittee on Feb. 14 it was decided to send 
4,000 letters to as many concerns in all 
branches of the trade, inviting them to 
enlist against the Reoux bill. At the 
meeting, held in the 24-Karat Club 
rooms, 608 Fifth Ave., New York, G. H. 


Niemeyer was_ reelected chairman; 
Mr. Murphy was named _ secretary; 


Aaron Sverdlik, chairman of the finance 
committee, and Kenneth I. Van Cott 
was elected to succeed Mr. Sperling as 
treasurer. The committee was organized 
a year ago to oppose similar legislation, 
here, which it did with success. 


Discuss Horology Law 


Exizazetu, N. J.—A _ full discussion 
on the proposed New Jersey watchmaker 
licensing law will feature the semi- 
annual meeting of the Watchmakers’ As- 
sociation of New Jersey, Inc., which will 
be held on Sunday, March 10, at 2 p. m, 
at the Elks’ Club, 21 Westfield Ave. 


-~ 





CHINESE GEMS CO 





“JADE” 
‘The Gem Of Ages’’ 


We carry a complete line of Jade in 
various sizes and shapes. Should you 
have difficulty in obtaining the Jade 
you desire, please write us as we can 
fill your every requirement. 


20 West 47th St. New York 
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SAMUEL P. EPSTEIN. 


Three new officers have been elected 
by the Bulova Watch Co., John H. Bal- 
lard, Bulova’s president, announced last 
month. 

Elected to the vice-presidency was 
Samuel P. Epstein, who has been sales 
manager of the company for the last 
three years, since the elevation of Mr. 
Ballard to the presidency. Mr. Epstein 
will continue as sales manager, in addi- 
tion to the new duties he will perform 
as vice-president. He has been with the 
Bulova Watch Co. for more than 25 
years, having started in a minor capacity 
and gradually worked his way up to the 


BULOVA WATCH CO. ELECTS NEW OFFICERS 


RAYMOND F. WAR- A. 


vice - president and REN, assistant secre- sistant treasurer and 
sales manager. tary and advertising chief of credit and 
manager. accounting 





L. CARNOW, as- 


sales managership and now the vice- 
presidency. 

Raymond F. Warren, long the adver- 
tising manager for Bulova, has_ been 
elected assistant secretary of the com- 
pany, and will also continue in his old 
post as advertising manager. Mr. War- 
ren has been with Bulova for almost 15 
years. 

A. L. Carnow has been elected assis- 
tant treasurer. He, too, has been with 
Bulova nearly 15 years, and has been in 
charge of the credit and accounting de- 
partment for many of them. Mr. Car- 
now will retain his former capacity in 
addition to his new duties. 


300 Enjoy Dinner Dance 
Of New York Horologists; 
Mellenhoff Is Given Watch 


Members of the Horological Society of 
New York accompanied by their ladies 
turned out in force for the society’s 
annual dinner-dance at the St. Moritz 
Hotel, Sunday night, Feb. 11. 

At the close of the dinner, President 
Andrew Park introduced William Elder 
Marcus, head of Marcus & Co., who pre- 
sented Benjamin Mellenhoff with a Ham- 
ilton watch as the gift of the society with 
appropriate remarks anent Mr. Mellen- 
hoff’s marriage which had taken place 
that afternoon. A festive and elaborate 
wedding cake towering above the waiters 
who carried it was borne in and placed 
on the Mellenhoff table amid congratula- 
tions. Mr. Mellenhoff, as probably every 
one in the horological world knows, is a 
past president of the New York Horo- 
logical Society and chairman of the cer- 
tification committee of the Horological 
Institute of America—one of the out- 
standing leaders in the field of horology. 

The proceedings were then turned over 





DTN ES 
REFINISHED 


A FINER GRADE OF WORK WITH MODERN METHODS 
ROYAL DIAL & REFINISHING CO. 
116 NASSAU ST. NEW YORK, N. Y. 
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to William Wagner, as toastmaster, who 
went on to conduct the affair in his own 
inimitable and entertaining fashion. 


He introduced, in turn, Fred G. Gruen, | 


chairman of the board of directors of 
the Gruen Watch Co.; Phineas Peters, 
chairman of the executive board of the 
Retail Jewelers Associations of Greater 
New York; Kenneth I. Van Cott, gen- 
eral manager of Marcus & Co.; Milton 
F. Mamby, chief engineer of the Hamil- 
ton Watch Co.; John J. Bowman, di- 
rector of the Bowman Technical School, 
chairman of the educational committee 
of the H.I.A., and horological and tech- 
nical editor of THe Jewerers’ CrrcuLar- 
Keystone; Walter J. Kleinlein, chief ad- 
juster, Waltham Watch Co., and R. Salo- 
mon, founder, past president, honorary 
member and “father” of the Horological 
Society of New York, all of whem spoke 
very briefly. 

The drawing for the door prizes, 
which were attractive and many, was 
conducted by Mr. Peters, who took ad- 
vantage of the opportunity to indulge 
in good-natured joking at the expense 
of some of the lucky winners, and each 
lady attending the affair received a de- 
lightful souvenir in the form of a per- 
fume atomizer. Entertainment and danc- 
ing followed until the small hours when 
members and guests took their leave 
unanimously voting it a delightful occa- 
sion. 

Committees in charge were: Dinner 
committee, Ben Mellenhoff, chairman, 
Frank Knoll, J. L. Gruener, I. Lemer, 
and Andrew Park; reception committee, 
M. J. Schwartz, chairman, Henry Asch- 
worth, Paul Hoffmann, Henry Morriss, 
A. Frey, Charles K. Johns, G. Bruhwiler, 
George Keneske, M. Aschendorff, Eugene 
Stein and Ted Taus; arrangements com- 
mittee, I. Lemer, chairman; J. L. Grue- 
ner, Morris Klein, G. Bruhwiler and 
George Keneske. 
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Silverware Repaired 
Equal to NEW 


Removing of Engravings 


WM. HERTEL & CO., Inc. 
Silversmiths & Platers 
17 W. 45th St. 
New York City 


“Over 20 years at the 
same address” 


(Before) 
(After ) 











FOR RENT 
LARGE 3600 TO 23000 
ucHt LOFTS  souarereer 
304-320 EAST 45th ST. 


Excellent for Mfg. Jewelers 


HIGH CEILINGS @ HEAVY FLOOR CAPACITY 
100% SPRINKLER 2 24-HOUR SERVICE 


PRESENT TENANTS INCLUDE | 


APEX WATCH CASE MFG. Co. 
B. F. HIRSCH, INC. 
JAEGER WATCH CO. 


LEVY BROS. MANAGEMENT CORP. 
1440 BROADWAY NEW YORK 








DIAMOND CUTTING 


Specialist in 
cutting all types of Fancies. Also the 
fitting of Diamonds into mountings. 


LAWRENCE FRANK 


71 West 45th St. 
Phone: BRyant 9-6882 


New York 





SWISS AND AMERICAN 


WATCH MATERIALS 


LOWEST PRICES — PROMPT SERVICE 
WRITE FOR CATALOG C 


DEAN COMPANY 


S87 NASSAU ST., NEW YORK, N. Y. 








DIAMOND WEDDING RINGS 
Channel ® Fishtail * Love Rings 


Genuine and Synthetic Colored Stone Rings 


MEMORANDUMS GLADLY FILLED 


Superior Weopinc Bano Co. Inc. 
71 Nassau St.. New York Tel. COrt. 7-9263 




















ORDER YOUR 
TELECHRON and REVERE 
Electric Clocks 
SETH THOMAS CLOCKS 
WESTCLOX PRODUCTS 
INGERSOLL WATCHES. ETC. 
REPAIR DEPT. SUPPLIES 
From authorized Distributors 


JOS. B. BECHTEL & CO., INC. 


729 Sansom St., Philadelphia 
(Satisfactory service for 46 years) 


















-, BOWMAN 


'! Technical School 
M Courses for Success for 
Watchmakers 

| Engravers, Jewelers 
$ Write for free book “Your 
} Future and Our School’’ 
=< JOHN J. BOWMAN, Director 
Bowman Bidg., Lancaster, Pa. 








Z'RNKILTON 


CREATORS OF ARTISTIC 
HAND-MADE 
IRIDIUM PLATINUM MOUNTINGS 


F.X. ZIRNKILTON #itabeceat 


PHILADELPHIA 








MOUNTINGS 
OF RECOGNIZED MERIT 


FuLmMer & GIBBONS, INC. 
117 So. 10TH St. PHILADELPHIA 











EKLGIN & BELMAR 


——n ATCRES 


LOUIS SICKLES. 
1015 Chestnut St, Philadelphia, Pa. 
‘Wholesale Distributorstothe Trade” 








Manulacturer of Distinctive Diamond 
Mountings and Wedding Rings 


805 Sansom Street Philadelphia 


BYARD F. BROGAN 








Philadelphia College of Horology 


SCHOOL FOR WATCHMAKERS, 
JEWELERS AND ENGRAVERS 


Broad and Somerset Streets 
PHILADELPHIA, PA. 

















EMPIRE 


SMELTING & REFINING CO. 


JOIN THE RANKS OF OUR 
SATISFIED CUSTOMERS. IT PAYS. 


COLD — SILVER — PLATINUM 
713 SANSOM ST. 








PHILADELPHIA | 





4 I. Kaplan took quarters in 721 Sansom 
St., in February. 

4 B. Silver completed remodeling of his 
store in Narberth last month. 

q Harry Gordon, of 726 Sansom St., re- 
turned from Florida last month. 

q Jerry Atlas and Jack Fisher, of 721 
Sansom St., left. Feb. 10 for a two to 
three weeks’ visit in Miami. 

q Al Marged, of Kornfeld & Marged, 
719 Sansom St., returned Feb. 5 from a 
southern honeymoon cruise. 

q Armand Jacoby, of Aisenstein & Gor- 
don, 712 Sansom St., was injured in a 
fall while playing basketball last month. 
4M. J. Coleman, jeweler, formerly at 
2603 S. Broad St., is now at a new loca- 
tion, 2486 S. Broad St. 

q Andre Aldeghi joined the watch repair 
department of the Fred J. Cooper store, 
113 S. 12th St., Feb. 12. 

q Herman Barr, president of the Asso- 
cited Barr Stores, left in February for 
a six weeks’ stay in Hollywood, Fla. 

q A. Lester Sauter, 2713 W. Girard Ave., 
and Mrs. Sauter, left Feb. 3 for three 
weeks in Miami and Key West. 

q The Philadelphia Gift Show will be 
held March 25 to 29, in the Benjamin 
Franklin Hotel. 

q Flames damaged the jewelry store of 
Howard Entrekin when a $125,000 fire 
swept through a block in the heart of 
Vineland, N. J. 

q A burglar who broke into the store of 
Isadore T. Weinberg at 160 Long Lane, 
Upper Darby, escaped with $1,000 in 
jewelry and $200 in cash, Feb. 15. 

q Herman Zlotnick, of the A. Zlotnick 
jewelry store, 725 Sansom St., left for 
a three weeks’ stay in Miami with his 
parents, Mr. and Mrs. A. Zlotnick. 

q Herbst & Klein, forced to move from 
their location at 26 S. 11th St., because 
of demolition of the building, opened a 
new store at 1035 Chestnut St., Feb. 1. 

q E. Harvey Lippincott, vice-president 
of Bailey, Banks & Biddle Co., 1218 
Chestnut St., returned Feb. 14 from a 
motor trip through the South. 

q Mr. and Mrs. Elmer Horn were to 
leave Feb. 20 for a month’s stay in St. 
Petersburg, Fla. Mr. Horn is assistant 
buyer for M. Sickles & Sons. 

q Max Goldstein, of H. O. Hurlburt & 
Sons, 817 Chestnut St., returned Feb. 13 
from a three weeks’ trip to Miami. Mer- 
ritt Hurlburt and Mrs. Hurlburt left 
Feb. 17 for Nassau. 

q@ Saul Rosnov, of M. Rosnov, Inc., left 
Feb. 10 for a three weeks’ trip to Miami. 
He was accompanied by his family. M. 
Rosnov returned Feb. 9 from a month 
at the Florida resort. 

q.S. S. Weisman, of 15th St. and Sus- 
quehanna Ave., left Feb. 17 for a trip 
to Miami and Havana. Joseph Dough- 
erty, of the Weisman firm, was married 
Feb. 3. 

q Theophilus L. Bear, 80, oldest jeweler 
and watchmaker in Camden, N. J., died 
Feb. 12. Mr. Bear was the unofficial city 
timekeeper, being paid an annual fee to 
keep “Big Ben,” the clock in the old 
Camden City Hall, in running order. 

q Oscar Kind, Sr., president of S. Kind 
& Sons, and Mrs. Kind were to return 
Feb. 17 after two weeks in St. Peters- 
burg, Fla. Oscar Kind, Jr., vice-presi- 
dent of the firm, attended the Boston 


| jewelers’ meeting, Feb. 10. 
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HEADS OLD PHILLIE FIRM 





Harry Bedichimer 


The firm of |. Bedichimer & Co., manufac- 
turers of fraternity jewelry at 12th and San- 
som Sts., Philadelphia, established in 1865 by 
Isaac Bedichimer, is now celebrating its 75th 
anniversary. Since the business began at 160 
N. 2nd St. it had several locations before 
moving into its present quarters in 1919, 
Harry Bedichimer is now in charge of the 
business. 











q The Philadelphia Federal Reserve 
Bank says that wholesale jewelry sales 
in Eastern Pennsylvania, Delaware and 
Southern New Jersey increased 10 per 
cent in 1939 over 1938, and 11 per cent 
in December, 1939, over December, 1988, 
q Bracelets, necklaces and_ brooches 
valued at more than $500 were stolen 
from the “invisible glass” display win- 
dow of S. Kind & Sons, Chestnut St. at 
Broad, the night of Feb. 9. The thief 
apparently standing across the street, 
first broke the window by use of a sling- 
shot and lead pellet and then crossing 
over to the store front, fished out the 
jewelry with a wire hook. 

q Decision to send delegates to the Horo- 
logical Association of Pennsylvania’s 
third annual convention in Harrisburg, 
March 10, was made by the Philadelphia 
Horological Guild meeting at Franklin 
Institute, Feb. 6. Philadelphia watch- 
makers desirous of attending were in- 
vited to make arrangements with the sec- 
retary, George Baitzel, 7018 Passyunk 
Ave. 

q Dissolution of the partnership of 
Sterling Warner and Albert H. West, 
operating a retail jewelry business as 
Warner & West, in the Lincoln-Liberty 
building, has been announced as of Jan. 
31. Starting March 1, Charles W. Smith 
will be associated with Mr. West, and 
the new partnership will be known as 
Smith & West. Both Mr. Smith and Mr. 
West were formerly connected with S. 
Kind & Sens. 

q A proposal was made by Michael 
Orloff, president of the Sansom Street 
Young Men’s Business Association, that 
members of this organization be admitted 
to membership in the elder Sansom St. 
group. He suggested that employees be 
admitted to the parent association at re- 
duced fees and that young business men 
be admitted at the regular fees, pointing 
out that incorporation of the young men 
would enlarge the membership and 
stimulaté the older men’s organization. 
The younger Sansom Street jewelers are 
thinking of abandoning business. activi- 
ties as a group and forming a social club. 
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Revere Copper & Brass, Inc., have 
moved their offices into larger quarters 
in the Industrial Trust Building. 

Machinery and equipment of the 
Mason-Lenzen Co., North Attleboro jew- 
elry box manufacturers, is being liqui- 
dated by private sale. 

q Roderick A. McIntire, president of 
John F. Brady Co., Inc., electro-platers, 
is wintering at his Coral Gables, Fla., 
home. 

q Charles A. Whiting, of Whiting & 
Davis Co., North Attleboro, has been 
re-elected president of the Manufac- 
turers National Bank in that city. 

q Incorporation papers have been filed 
for Gerber’s, Inc., retail jewelry dealers, 
by Samuel Temkin, Jacob S. ‘Temkin and 
William E. Brady. 

kK. & K. Chain Corp. incorporation 
papers have been filed by Sigmund W. 
Fischer, Jr., Joshua Bell and Helen D. 
Bennett. 

q George F. McIntire, president and 
treasurer of the Robbins Co., Attleboro, 
and a founder of the Cambridge City 
Hospital, Cambridge, Mass., died in 
Providence in his 69th year. 

q Westerly Jewelry Co., retail jewelers, 
suffered stock damage in a fire in the 
Park Building, High St., Westerly, the 
night of Feb. 5. Damage to the several 
stores in the building and to the building 
itself was estimated at $100,000. 

q Plans have been made for a birthday 
dinner for Archibald Silverman, jewelry 
manufacturer, on the occasion of his 
60th birthday. Benjamin Brier, of Brier 
Mfg. Co., is chairman of the committee 
on arrangements. 

q Ajax Finding Mfg. Corp., 30 Chestnut 
St. North Attleboro, has incorporated 
to manufacture jewelry tools. Capital 
is $3,750 in 75 shares at $50 and 100 no 
par common shares. Albert Beyersdorfer 
is president; Gustave Beyersdorfer, vice 
president; Paul Wenzer, treasurer, and 
Abraham Leventhal, clerk. 

q At the annual meeting of stockholders 
of J. A. Foster Co., retail jewelers, held 
Jan. 30, Pernard Boas was re-elected 
president and Frank Bateman was 
named secretary and treasurer. Stock- 
holders elected the following board of 
directors: Bernard Boas, Frank Bate- 
man, J. L. Foste, T. Dawson Brown and 
Herman Aisenberg. 

q Jewelry manufacturing firms in this 
territory benefited by orders released by 
the U. S. Army. Among orders placed 
here was a $31,983 contract for collar 
insignia, awarded to Ostby & Barton 
Co. for delivery by June 13. D. Evans 
& Co., North Attleboro, was awarded a 
$19,796 army contract for uniform byt- 
tons. 

q W. & H. Jewelry Co. is moving from 
its old address on Pine St. to more 
spacious quarters at 50 Tobey St. This 
company produces a general line of gold 
filled jewelry, headed by the famous 
“Leading Lady” expanding bracelet, and 
its business has grown to such propor- 
tions that this enlargement of facilities 
has become necessary. 

q Automatic Chain Co. has acquired a 
one-story brick and steel building con- 
taining over 6000 square feet of floor 
Space at 69 Baker St. The property, 
which has been untenanted for several 
years, is assessed at $31,600. 'The owners 
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plan to occupy the building as soon as 
repairs and renovations, now under way, 
have been completed. Automatic Chain 
is now located at 116 Chestnut St. 

q The Armbrust Chain Co. has acquired 
title to a block of land with a frontage 
of 108 feet on Allens Ave. Armbrust 
Chain has no intention of building a 
plant there at the present time, officials 
said, since the concern now has a lease 
on its present quarters which has several 
years to run. However, it is said that if 
the present quarters were sub-let the 
company might consider building on its 
new site. Otherwise any construction 
would be several years in the future. 
qW. A. H. Wells, jewelry findings 
manufacturers, have adopted an insur- 
ance program whereby more than 160 
employes have a total of nearly $90,000 
of life insurance and additional sickness 
and accident benefits. The payments are 
of a co-operative nature, with the em- 
ploye and the employer sharing the cost. 
Employes receive $500 or $1000 insur- 
ance and in case of sickness or accident 
benefits of $7 and $10.50 weekly, plus 
visiting nurse care. 

q Arrival of large numbers of Canadian 
buyers has continued in recent weeks. 
Among buyers arriving here were repre- 
sentatives of the following concerns: J. 
L. Sabbath Co., European Novelty Co., 
Lido Jewelry Co., Louis Webber Co., 
Gordon Mackay Co. and American Jew- 
elry Co. all of Montreal; Bond & 
Smith, European Co., Haddy-Boddy Co., 
Goldsmith Co., Wood & Co., W. B. Jew- 
elry: Co. and Dennis & Co., Toronto; 
American Jewelry Co., Winnipeg; Selig- 
man Jewelry Co., Seattle; L. Hirsch & 
Co., Morey-Fayne Co. and Greenbaum 
& Son, San Francisco; Butler Bros., 
Chicago; Sam Lewis Co., Detroit; Na- 
tional Wholesale Jewelry Co., Balti- 
more; Lisson & Co., Rochester; Stix, 
Baer & Fuller, Wales Jewelry Co., St. 
Louis. Also the following New York 
concerns: Helmar Importing & Novelty 
Co., Sam Straus Co., Elias Armscheimer 
Co., Ben Felsenthal & Co., Nat Levy & 
Co., Brown & Lester Co., H. Blumber- 
ger Co., Cohn & Co., Jules Schwab Co., 
Star Novelty Co., Schwartz & Gilbert 
Co., Milton Brown Co., Herkimer’s, Cahn 
& Co., Bowman, Foster & Wurzburger, 
Gogay, Inc., and Renee Importing Co. 





Jewelry Makers Ask U. S. 
To Obtain $300,000 Stone Shipment 
Held in Holland Since November 


Provience—That the manufacture of 
jewelry, one of the seven leading indus- 
tries in New England, is beginning to 
feel the pinch of the European War was 
made evident last month. 

Four Rhode Island concerns appealed 
to Senator Theodore Francis Green and 
to the State Department to aid them in 
obtaining the release of approximately 
$300,000 worth of jewelry supplies and 
semi-precious and imitation stones. These 
stones, they said, were consigned to them 
from Germany and Czechoslovakia be- 
fore Nov. 27, were paid for in full before 
the close of the year, but have been held 
in Rotterdam, Holland, since late No- 
vember. 
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Imports During December 





Article Number Value 

Watches and move- 

ne 288,271 $728,599 
Watch parts ..... 119,822 
Clocks and clock i. 

movements .... 733 6,275 
Diamonds— 

Rough, uncut .. 9,686 592,996 

Cat, UMGGE .ccce 34,446 2,171,739 
Pearls— 

DOD ciecege  dsawes 6,810 

Cultured or cul- 

TE duahee ~— alan 27,798 

Other precious and 
semi - precious 
stones— 

po ea 10,166 

Cr GU ockee- 8 8=6wwwes 245,175 
Milwaukee Officers Installed 

Mirwavker, Wis. — New officers of 


the Milwaukee Jewelers’ Guild were in- 
stalled at a meeting, Feb. 13, in the 
Medford hotel, as follows: E. J. Metzke, 
president; Paul Will, vice-president; 
Fred Luser, secretary, and Fred W. 
Kaeding, treasurer. 
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Swiss and American 


GENUINE WATCH MATERIAiS 
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WRITE FOR CATALOG 
CENTRAL WATCH MATERIALS & 
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REED & BARTON 


SILVER POLISH 


Approved by Good Housekeeping 


A superior polish—made by silver- 
smiths for jewelers’ use and resale. 
Freight now prepaid in U. S. — 
jeweler receiving full 100% profit. 
REED & BARTON - Taunton, Mass. 











BUY 
AMERICAN! 


And you buy the best in 
WATCHES. 


Buy American and stop 
worrying about uncertain 
deliveries, rising prices and 
changing quality. 

Rapid service from com- 
plete stocks. 
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MR. JEWELER! 


MAKE YOUR SELLING JOB 
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BUY OUR COMPLETE LINE 
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DIAMONDS — JEWELRY 


ELGIN WATCHES 


SETH THOMAS CLOCKS 
WESTCLOX 
INGERSOLLS 

RONSON LIGHTERS 

SILEX COFFEE MAKERS 

ADMIRAL RADIOS 


and our extensive line of 


EASTON WATCHES 
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IMPORTERS OF 
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BALTIMORE & LIBERTY STS. 
BALTIMORE, MD. 
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q H. L. Long, 65, a jeweler of Staunton, 
Va., died Feb. 8 after a short illness. 
He was at one time mayor of that city. 
q Norman I. Harris, Inc., of Wilming- 
ton, Del., is having a handsome new front 
installed in its store at 503 Market St. 

q R. A. Houck, who formerly was in 
business at Millersburg, Pa., has opened 
a new store at Carlisle, Pa. 

q J. J. Strange, formerly engaged in the 
retail business at Winder, Ga., has moved 
into a new store at Tacoma, Tex. 

q Mr. John A. Kuhn, jeweler of Salis- 
bury, Md., and Mrs. Kuhn, visited the 
Gift Show in New York on Feb. 19. 

q Charles H. Shaffner, a jeweler of 
York, Pennsylvania, will move from 33 
W. Market St., to 6 E. Market St., about 
April 1. 

q Thieves smashed a plate glass window 
in the store of the Rogers jewelry store 
in Clarksburg, W. Va., Feb. 13 and stole 
diamonds valued at more than $1,000. 

q Lester Smyth, of the wholesale house 
of Albert S. Smyth Co., Inc., 5 Hopkins 
Place, Baltimore, started out on a trip 
to South Carolina, Feb. 10, with his 
spring line. 

q Furnishings and stock of the Julian R. 
Watts Jewelry Co., 220 Mitchell St., At- 
lanta, were destroyed in a fire which 
swept the Old Viaduct Building in near- 
zero weather. 

q J. P. McMahon, salesman for a Con- 
necticut silverware firm, was robbed of 
sample stock valued at $125 taken from 
his automobile Feb. 6, while it was park- 
ed on Bousch St., Norfolk, Va. 

q L. W. Moon, of the Moon Jewelry 
Co., Tallahasee, Fla., was in New York 
last month, visiting the gift show and 
attending the Maiden Lane Outing 
Club’s_ dinner. 

q Keebey’s, Inc., 111 W. Capitol Ave., 
Little Rock, Ark., is remodeling with a 
front combining cararra, metal trim, 
and aluminum letter sign; new and en- 
larged cases, and a center entrance. 

q Fritz Lowenson, a salesman for the 
U. S. Jewelry Co., 3 N. Liberty St., Bal- 
was married Feb. 10 to Miss 


| Louise White. They went to Florida for 
| their honeymoon. They were married by 
| the Rev. Dr. Edward L. Israel. 

| q The Buhl Optical Co., of No. 6 Peach- 
| tree St., Atlanta, recently put in a line 


| 


of watches, silverware and jewelry un- 
der the management of Jack Speller, 
formerly with the Surplus Outlet Co., 
Chicago. 


q William Wefferling, Newark, N. J., 


| fraternity emblem salesman, reported the 
| theft of a case containing $8,000 worth 


| of fraternity pins and jewelry from his 


| 
| 
| 
| 


| car Feb. 2 somewhere between Daytona 


Beach and Jacksonville, Fla. 


| q Claude S. Bennett, of Claude S. Ben- 


| 
| 
| 
| 


nett, Inc., was re-elected president of the 
Atlanta, Ga., Jewelers’ Guild at the re- 
cent annual meeting. Others re-elected 
were Charles Campbell, vice-president; 


| E. A. Morgan, treasurer, and L. L. Aus- 


tin, secretary. 


| q John and Fred Scheer, Atlanta retail 


| 


jewelers, have leased the store at 14 
Broad St., N.W., and will move, after 
alterations, about March 1. For many 
years the firm was located at 14 Peach- 
tree St., but when the Peachtree-White- 
hail Viaduct Building was constructed, 
the firm located at 120 Peachtree Ar- 
cade. 
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q The Gaggstatter Jewelry Co. build. 
ing was practically demolished and its 
stock was reported as an almost total 
loss as a result of the tornado which 
struck Albany, Ga., on Feb. 10, causing 
a loss of 19 lives and injuries to 300, 
Property damage was reported to ex- 
ceed $5,000,000. 

q A. R. Via & Bros., jewelers of 
South Boston, Va., were robbed for the 
second time in three months, last month, 
when a window was smashed and a num- 
ber of watches taken. The first robbery 
amounted to about $500 and the latest 
one to about $200. The loss was covered 
by insurance. 

q The next annual meeting of the Vir- 
ginia and North Carolina Jewelers’ As- 
sociations, is beginning to claim atten- 
tion. This event will be held April 21, 
22 and 23 at Roanoke, Va., with head- 
quarters at the Roanoke Hotel. Harry 
George, Jr., of Charlottesville, is presi- 
dent of the Virginia organization, and 
Ernest Neiman, of Raleigh, heads the 
North Carolina group. 

q Jay Engel, head of the wholesale 
house of J. Engel Co., Inc., Hopkins 
Place, Baltimore, who was badly injured 
in a collision of his automobile with a 
truck while on a Southern trip several 
months ago and has been under treat- 
ment at a hospital ever since he was 
brought back to Baltimore, is able to 
move about with the aid of crutches and 
there is every prospect that he will be 
fully restored to health and strength. 

q The jewelry trade of Baltimore and 
Washington has been prominent in the 
flow of vacationists going to Florida for 
recreation. Among the visitors in search 
of the warming winds of the peninsula 
were Arthur Sundlin, president of the 
T'ri-State Association, and Mrs. Sundlin, 
of Washington; I. Shah, of Shah & Shah, 
of Washington, and Mrs. Shah, and Mr. 
and Mrs. J. W. M. Paul, of Baltimore. 
Mr. and Mrs. Melvin Erlanger and Philip 
Katz, of S. & N. Katz, Baltimore, have re- 
turned from the South, as have Mr. and 
Mrs. A. C. Meyer, of Washington; Ger- 
ald Haller, of the Castelberg National 
Jewelry Co., and Mrs. Haller and James 
H. Levi, of Leon Levi, and Mrs. Levi. 
q Max Kohner, wholesale jeweler, who 
has been doing business at 104 W. Fay- 
ette St., Baltimore, will move in March 
to 21 W. Baltimore St., into quarters 
twice as large as those now occupied. 
Mr. Kohner who was in the old location 
for 20 years or more, is now having 
the new home attractively fitted up. 
Ferdinand Kohner, of the firm, who has 
been in Florida for two months, recover- 
ing after an attack of illness, is back 
home greatly improved and ready to get 
back into harness. Salesmen of the firm, 
Emanuel Fineman, Arthur G. H. Gold- 
man and Louis Goldstein, who started 
on their spring tours in mid-February, 
have been meeting with encouraging suc- 
cess. 


BEG PARDON 


The retail price of the bracelet, made 
by Morris Kaysen Co., Inc., 740 Sansom 
St., Philadelphia, pictured on page 78 
of this journal’s February, 1940, issue 
was stated to be $15. This was an error. 
The correct retail price of this bracelet, 
which combines three blue zircons with 
14-karat gold, is $30, keystone. 
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25-29 


4-5 


7-8 
7-9 


7-9 
14-15 
14-16 
16-17 
21-23 


21-23 
24 





22-26 





Executive Committee of Retail Jewel- 
ers; Jewelers Association of Greater 
New York banquet 

Central Division Educational Con- 
clave of the American Gem Society 
Boston Gift Show 

Horological Association of Pennsyl- 
vania convention 

Watchmakers' Association of New 
Jersey, semi-annual meeting 

Eastern Division Educational Con- 
clave, A.G.S. 

Jewelers Fraternal Association meet- 


in 
a Lane Outing Club meeting 
Associated Credit Jewelers of New 
York and New Jersey banquet 
Philadelphia Gift Show 


Northwestern regional convention of 
A.N.R.J.A. 

Nebraska R.J.A convention 
Southwestern regional convention of 
A.N.R.J.A. 

New Mexico R.J.A. convention 

South Carolina, R.J.A. Convention 
Michigan R.J.A. convention 
Arkansas R.J.A. convention 

Virginia and North Carolina R.J.A. 
convention 

New Jersey R.J.A. convention 
Massachusetts -Rhode Island R.J.A. 
convention 


28-30 Florida R.J.A. convention 
30-May | Illinois R.J.A. convention 


Maryland, Delaware-District of Co- 
lumbia convention 

Tennessee Watchmakers and Jewel- 

ers convention 

United Horological Association con- 

vention 

Wisconsin R.J.A. convention 

New York State R.J.A. convention 


Missouri R.J.A. convention 
Indiana R.J.A. convention 
New Hampshire R.J.A. convention 


New York Lamp Show 


CALENDAR OF COMING EVENTS 


Elks Club 


MARCH 
Hotel Astor New York 
Stevens Hotel Chicago 
Hotel Statler Boston 
Penn-Harris Hotel Harrisburg 


Elizabeth, N. J. 


Robert Treat Hotel Newark, N. J. 
9 Maiden Lane New York 

9 Maiden Lane New York 
Waldorf-Astoria Hotel New York 
Benj. Franklin Hotel Philadelphia 


APRIL 
Hotel President 


Skirvin Hotel 


Hotel Rowe 


Kansas City, Mo. 


Hastings, Nebr. 


Oklahoma City, Okla. 
Oklahoma City, Okla. 
; 


Columbia, 
Grand Rapids 


Little Rock 
Roanoke, Va. 
Hotel Traymore Atlantic City 
Parker House Boston 
Columbus Hotel Miami 
Hotel Sherman Chicago 
MAY 
Hotel Mayflower Washington 


Knoxville, Tenn. 


Hotel Cleveland Cleveland, O. 
Hotel Raulf Oshkosh 
Hotel Saranac Saranac Lake 
JUNE 


South Shore Inn 
Wentworth-by-the-Sea 


JULY 


Columbia, Mo. 
Lake Wawasee 


29-August 9 Chicago Gift Show 


12-13 Texas R.J.A. convention 
19-23 New York - Philadelphia Gift Show 


joint trade show 





Hotel New Yorker New York 
Palmer House Chicago 
AUGUST 
Buccaneer Hotel Galveston 
Hotel Benj. Franklin Philadelphia 
i New York 


26-30 ANRJA & NACJ conventions and Waldorf-Astoria 








Bulova President Predicts 
Big Year for Jewelry 


John H. Ballard, president of the 
Bulova Watch Co., recently returned to 
New York from a trip to Detroit, with a 
highly optimstic view of the jewelry trade 
outlook after visiting jewelry stores of 
every type to get a clear picture of cur- 
rent conditions. 

Invariably, he reports, he found that 
not only have total volume of sales been 
increasing substantially but that the indi- 
vidual unit of sale has also shown a 
marked upward tendency. Mr. Ballard 
also says that he found that most re- 
tailers’ stocks are considerably depleted 
and that substantial buying by the trade 
is in early prospect. 

He went on to say that more jewelers 
are beginning to realize the effectiveness 
of sound advertising and promotional 
policies, especially the importance of con- 
sistent year-round effort. Advertising 
budgets have been substantially in- 
creased, Mr. Ballard found, and more 
merchants are realizing how important a 
part institutional good will plays in their 
sales. He found many cases, he com- 
ments, where jewelers who at one time 
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were concerned only with the immediate 
day’s business are now converted to the 
realization that for business to be sound 
it must be built primarily on a founda- 
tion of satisfied customers to whom good 
merchandise is sold at reasonable prices 
rather than trying to do business on a 
basis of quick but exorbitantly high 
prices or low priced merchandise of in- 
ferior quality. 

Mr. Ballard noted with great interest, 
he says, a growing tendency on the part 
of retailers to tie in with and take ad- 
vantage of the national advertising cam- 
paigns, dealer helps, ad mats, display ser- 


vices and other cooperation from manu- | 


facturers, to round out a complete and 
successful merchandising program which 
will bring the customer into the retail 
store and send him out a satisfied pur- 
chaser. 

He concluded by commenting, “with 
proper planning and energetic merchan- 
dising the optimistic expectations of 
1940 can be fully realized. As for my- 
self, judging by what I have seen, I be- 
lieve that we will have a substantial and 
cumulative improvement which will 
materially increase the volume of jewel- 
ry business during the coming year.” 
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$1000.00 


IS A LOT OF 
MONEY! 


Many policyholders of this 
Company have saved over 
$1,000.00 on the cost of 


their Fire Insurance. 


You, too, should be taking 
advantage of the saving we 
offer. .. . Remember, you do 
not sacrifice on the quality 
of protection when you in- 


sure with this, YOUR OWN 
COMPANY. 


Write today for full particulars. 
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Our New Location 
21 West Baltimore Street 


MAX KOHNER 


Wholesale Jewelers 
Baltimore, Maryland 
Distributors of Standard Lines 
ESTABLISHED 1885 








ATTENTION JEWELERS 
in 
Virginia, West Virginia, North 
Carolina, South Carolina, Tennessee 
If you are buying from us you will 


receive our 1940 Supply Catalog in 
a short while. 


If you are not buying from us it 
will be sent to you at your request. 


FISHER’S SUPPLY HOUSE 


Roanoke, Virginia 














A Short Course in Engraving for 
Jewelers 
By WM. KASSEL 
Price 50¢ 
The Jewelers’ Circular-Keystone 


Chestnut & 56th Sts. 239 W. 39th St. 
Philadelphia, Pa. New York, N.Y. 














Your Jopser Has 


NEWALL 
“Quality Findings” 


The Newall Mfg. Co. - Chicago 








4614YJ—14K. Yel. 461442YJ—14K. Yel. 
4615PJ—10% Ir. Plat. 461542PS—10% Ir. Plat. 
Net $23.50 Net $24.50 


e is 
1/5 to 5/8 Ct. 
LET US MOUNT YOUR DIAMOND 
In this ponwiine Ss. 
DIAMOND 
SPECIAL ORDER AND JEWELRY REPAIRING 
WEDDING RINGS AND MOUNTINGS 
Send for our latest catalog 


QUAST & OLSEN 
5 So. Wabash Ave., Chicago, Ill. 








If you want a Complete Catalog of 


&) FULLERS FINDINGS 


to assist and enable you to 
ORDER FROM YOUR JOBBER 


Write Geo. H. Fuller & Son Co. 
29 E. Madison St., Chicago, Ill. 
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SWARTZ & CO. 


10 S. Wabash Ave. Chicago, Ill. 
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BECKER-HECKMAN CO. i 
29 E. Madison St. CHICAGO, ILL. 





DIAMOND CUTTING 


Re-Cutting Price, Net—Special 
Vg and '/, Carat $5 | 5g and 3%, Carat $9 


¥ and '/, Carat 7 | Carat 10 
Removing Chips $1.50 to $3.00 


Vg and 


| IMPORTERS OF DIAMONDS 


Send for a Selection 


STEIN & ELLBOGEN COMPANY 


55 East Washington Street, Chicago, Illinois 








q Mr. & Mrs. Fred Gottlieb, Frederick 
M. Gottlieb & Co., are spending a month 
in California and the Pacific Coast. 

q C. L. Baker, formerly located in Whit- 
ing, Ind., and lately conducting a retail 
business in Crown Point, has moved into 
a new store. 

q George Taylor, of South Texas Whole- 
sale Jewelers and Taylor Bros., Corpus 
Christi, Texas, spent a week in Chicago 
last month on a buying trip. 

q A. N. Mason, 72, who died Feb. 2 
after an illness of nearly two years, con- 
ducted a diamond setting business in 
the Heyworth Building for many years. 
q William Shapiro, manager of the Man- 
heimer Watch Co.’s Los Angeles office, 
spent two weeks in Chicago recently, 
visiting friends and attending business 
conferences. 

q Leo Lewitan, 29 E. Madison St., on 
February 11 married Miss Charlotte 
Pollak at the home of her sister in 
Shorewood, Wis. They are now on a 
honeymoon trip to Washington, Florida 
and Cuba. 

q Carl E. Lindquist, Rockford, vice- 
president of the Illinois R. J. A., was 
unable to attend the executive meeting 
of the organization in Chicago last 
month because he and Mrs. Lindquist 
are vacationing in Florida. 

q The Charles Tenenbaums, of Tenen- 
baum’s Jewelry, Waterloo, Ia., spent 
their vacation in Florida during the cold 
spell there and returned home by way 
of Chicago in time to be greeted by a 
February snowstorm here. 

q The luncheon of the Chicago Jewelers 
Association in the Sherman Hotel, Feb. 
15, was well attended. Preceding the 
entertainment provided by Charlie 
Brown and his committee, the banquet 
committee gave figures to show that the 
annual association banquet in January 
finished in the black. 

q Louis Goldman, secretary of the Chi- 
cago Jewelers Association, talked on 
“Commercial Frauds and How to Com- 
bat Them” at a stationers’ meeting in 
the Sherman Hotel, Jan. 25. The firm 
of Goldman, Allshouse & Healy are Chi- 
cago attorneys for the Stationers’ & 
Publishers’ Board of Trade. 

q Henry Rank, of Rank & Motteram 
Co., Milwaukee, and Mrs. Rank left 
Feb. 8 for an extended vacation trip to 
Mexico and California. Mr. Rank, an en- 
thusiastic worker on jewelry publicity, 
expected to attend the California R. J. 
A. convention at San Diego, Feb. 26-29, 
and give them one of his pep talks on 
the subject. 

q Members of the executive committee of 
the Illinois R. J. A. met in Chicago 
Feb. 5 to plan for the 1940 convention, 
which will be held at the Sherman Hotel, 
Chicago, Tuesday and Wednesday, April 
30 and May 1. There will be business 
sessions both days and the meeting will 
be concluded with a dinner dance on 
Wednesday night. 

q The Metropolitan Chicago Chapter of 
the American Gem _ Society, meeting 
Feb. 12 in the Pittsfield Building, heard 
Jan Taeyaerts lecture on diamond cut- 
ting. Mr. Taeyaerts, a native of Ant- 
werp, for the past four years has repre- 
sented his father’s diamond cutting fac- 
tory in Chicago. He is a member of the 
gem organization. 
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q Fred Warnecke, manufacturers’ repre- 
sentative, who maintains a sales and dig. 
play room at 10 So. Wabash Ave,, re. 
cently moved into larger and more eff. 
cient quarters in suite 1020 of that build. 
ing. Mr. Warnecke has _ representation 
in Chicago and the Middle West for 
Bechard Mfg. Co., trophies, Chicago; 
Knight Mfg. Co., rings, New York, and 
Lamson & Goodnow Mfg. Co., cutlery, 
Shelburne Falls, Mass. 

q The West Side Retail Jewelers’ Asso. 
ciation of Chicago held their sixth an- 
nual dinner dance in the dining room of 
the Midwest Athletic Club, the night of 
Jau. 31, with 250 members and guests 
present. Following the dinner a floor 
show was presented and dancing was 
enjoyed until the wee hours. Credit goes 
to the committee on arrangements, E. 
R. Miller, Maurice Goldblatt, Roy Dress- 
ler and Julian Breunig. 

q There should be some interesting golf 
reports from Southern California in the 
near future. Mr. and Mrs. Sidney Y, 
Ball, the Ball Co., and Mr. and Mrs, 
J. T. Montgomery, M. A. Mead & Co, 
left Chicago last month at different times 
and by different routes, the Montgom- 
erys going by way of Mexico City, but 
with plans to converge in the vicinity of 
Los Angeles, where the men expect to 
develop their golf game. 

q Early Sunday morning, Feb. 11, the 
watchman at the C. D. Peacock jewelry 
store heard glass crash and saw a man 
reach into the show window. He chased 
the window smasher, firing as he ran, 
but the man escaped through an alley. 
Detectives found one car with a warm 
hood and found papers with the name 
and address of a man whom they traced 
to his home, where he readily confessed 
breaking the window but did not have 
time to steal any merchandise. He also 
confessed smashing a window of the 
Pittsfield Building recently and stealing 
watches. 

q The Feb. 16 meeting of The Chicago 
Horological Guild was held at the Adler 
Planetarium. After examining the time 
instruments exhibited, they took an “ex- 
pedition to the stars” and listened to a 
lecture on “Time and Space” by Dr. 
Phillip Fox. This is only one of the 
unusual programs of the year planned 
by the newly elected officers for their 
regular meeting nights, the third Friday 
of each month. On Jan. 30, Richard Selke 
of Otto K. Kramer Co., 55 E. Washing- 
ton St., was re-elected president. Other 
officers are: Vice-president, J. F. 
Mackey, C. & E. Marshall Co.; secretary, 
Carl H. Ander, 903 W. Belmont; trea- 
surer, Sven Brolin, Chicago Mail Order 
Co. These officers, together with Jack 
Lund, Fred M. Lund Co.; R. Boeding- 
heimer, American Time Products, Inc, 
and J. A. McKee, Marshall Field & Co., 
constitute the board of directors. 





Patent Medicines, Too 


Honotutv, Hawau—The Nippu Jiji, 
local newspaper, announcing the open- 
ing of Honolulu’s newest jewelry busi- 
ness, the Crown Jewelers, says that “the 
store will have on sale stationery, foun- 
tain pens, cosmetics as well as patent 
medicines. 
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Arthur E. Manheimer Retires 
From Manheimer Watch Co.; 
Sol G. Cogan Is New President 
Curcaco—Arthur E. Manheimer, one 
of the foremost men in the wholesale 
jewelry field, has announced that he is 
resigning the presidency of the Man- 
heimer Watch Co., and retiring from 
the concern, turning over the direction 
of the business to faithful employees 
who have been with the firm for many 
rears. The action took effect March 1. 
His successor as president is Sol G. 
Cogan, who has been connected with the 





The New and Retiring Presidents 


Sol. GS. Cogan, Arthur E. Manheimer, 
the company's new who resigned 
chief March | 


business for more than 15 years. Mr. 
Cogan is an able and aggressive young 
man who will assuredly maintain the 
prestige and service to the trade of the 
Manheimer family. 

The new directors will be Mr. Cogan, 
William Shapiro and E. Roy Lowen- 
thal. Mr. Shapiro and Mr. Lowenthal 
will continue as vice-presidents; Edward 
A. Manheimer will remain treasurer, and 
J. E. Buckley, will still be secretary. 

Commenting on his action, Mr. Man- 
heimer, said: 

“The present move is one that I have 
contemplated for some time. It has 
long been my intention to turn this 
business over to certain employees who 
have been with the company many years, 
and who have helped the Manheimer 
family build up this business. I decided 


recently that the present time is a 
propitious one. 
“My stock holdings in the Man- 


heimer Watch Co. have been sold to the 
incoming directors, and I no_ longer 
have any financial interest in the com- 
pany. Of course, I shall always have 
a sentimental interest in this company 
that has been controlled by my family 
for 65 years. I need hardly add that my 
consummation of this deal proves that 
I have every confidence in the ability 
of the new president and directors to 
carry on the Manheimer tradition, and 
to maintain the successful record and 
~ reputation of the Manheimer Watch 
0.’ 


Mr. Manheimer had always taken a 
keen interest in matters pertaining to 
trade betterment. He was elected to the 
presidency of the National Wholesale 
Jewelers Association in 1937 and was 
reelected in 1938. He is the son and 
nephew of the founders of the company. 
When the Manheimer Watch Co. took 
over the business of Louis Manheimer & 
Son Co., wholesale watch house, on Jan. 
1, 1928, Mr. Manheimer became vice- 
president and treasurer, having previ- 
ously served in the capacity of general 
counsel. 
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Elgin Watch Gets Court Order 
Preventing Dayton, O., Auction 
From Price-Cutting Its Product 


Dayton, On1o—Price-cutting trouble 
was brewing recently in Ohio when news 
of a jewelry auction here reached the 
Elgin National Watch Co. Proceeding 
under the Fair Trade Act of Ohio and 
its own retail sales contracts, Elgin com- 
pany immediately took action to protect 
jewelers of Dayton and the surrounding 
territory against pernicious effects such 
a sale would have on watch retailing. 

After efforts to settle the matter ami- 
cably came to naught, Elgin put its foot 
down. Instructions were given to insti- 
tute suit against the auctioneer and 
owners of the Bohlender & Royston store 
here. In less than a week after the auc- 
tion started, suit was instituted in the 
United States District Court and a tem- 
porary restraining order was entered by 
the court prohibiting defendants Boh- 
lender & Royston and Jack Werst from 
selling Elgin watches at less than uni- 
form retail prices established by the 
Elgin National Watch. Co. 


300 at Milwaukee Dinner 
Of Jewelry Industry 


Mitwavuker—About 300 jewelers of 
Milwaukee and environs, representing 
manufacturing, wholesale and retail in- 
terests, attended the annual dinner and 
entertainment of the Milwaukee District 
Jewelers’ Guild, Jan. 25. Always an out- 
standing event in the jewelry trade, this 
year it climaxed all previous efforts. Max 
Barkan and his committee did a real job. 

Adolph Possin, Boszhardt-Possin Co., 
presided. Among the speakers were: 
Max Barkan, M. B. Barkan Co.; Fred 
Theleman, Fred J. Theleman, Inc.; Er- 
win Fuchs, Alf. W. Fuchs, Inc., presi- 
dent of the Wisconsin R.J.A.; A. G. 
Schulenberg, Schulenberg & Schmidt; 
William Schwanke, Schwanke - Kasten 
Co.; Erwin J. Metzke, E. J. Metzke, Inc. 
and Henry Rank, Rank & Motteram Co. 

Mr. Rank reported the success of the 
cooperative advertising program last fall 
and announced that sufficient funds are 
assured to carry the program through- 
out the year. A telegram of greeting 
was read from William Upmeyer, 83, 
who was unable to attend on account of 
illness. Mr. Upmeyer, of Bunde & Up- 
meyer Co., who has been president of the 
National Jewelers’ Mutual Fire Insur- 
ance Co. since its organization 26 years 
ago, has been active in all jewelry af- 
fairs of Wisconsin for more than 50 
years. 

A varied and excellent program of en- 
tertainment followed. 








35th Wisconsin Jewelers’ 
Convention to Be Held May 5-7 


Osukosu, Wisc.—It is expected that 
the 35th annual convention of the Wis- 
consin R.J.A., which will be held at the 
Hotel Raulf, here, May 5, 6 and 7, will 
get lots of publicity, in view of the 
program of newspaper and radio adver- 
tising sponsored by the Wisconsin 
jewelers, which will have been in oper- 
ation for eight months by the time of the 
convention. The arrangements commit- 
tee is composed of John F. Konrad, 
chairman; J. F. Krumrich, Edgar 
Anger, John Cuske, all of Oshkosh; Ray 
Treiber, Appleton; Arthur Schultz, 
Neenah, and Herbert Breitman, Fond- 
du Lac. 
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WATCH DIALS 
REFINISHED 


MICHIGAN DIAL REFINISHIXG CO, 
612 METROPOLITAN BLDG. 
MICH. 


DETROIT, 











CENTRAL WATCH CO. 
WATCH REPAIRING 


for the Trade 


Best Workmanship at Lowest Prices 
Prompt Service 


5 South Wabash Ave. 


Chicago, Ill. 








McRAE & SHAW 
168 N. Michigan Ave., Chicago, Ill. 
Radio and Display Advertising Specialists 


Originators and Producers of 


"THE OLD SHEPHERD'' RADIO PROGRAM 


EXCLUSIVELY FOR JEWELERS 








GENUINE 
Bohemian Garnet 
Jewelry 
HENRY KLAAS CO. 


58 E. Washington St. 


Chicago 








DIAMOND SETTING 
EXCLUSIVELY 


Distinctive and Outstanding Work by 
Expert Diamond Setters 


Prices upon request 
CHICAGO DIAMOND SETTERS 


5 So. Wabash 


Chicago, Ill. 








PEARLS FIT FOR A QUEEN... 
From the South Seas and the 
Orient, Cultured Pearls in Neck- 
laces and Jewelry of all kinds. 
Imperial Pearl Syndicate 


607 Fifth Ave. 
5 No. Wabash Ave. 





New York 
Chicago 

















cme WATCH CO. 





S S.WABASH AVE. CHICAGO ILL. 


USED WATCH 
MATERIALS 





USED MOVEMENTS 
Geod Condition 
Geed Dials 
0-Size Elgin, Waltham 
73, $2.00 — 153, $3.00 

or 





1/2 


THE PRICE OF 
NEW MATERIALS 


Wheels, pinions, 
pallet forks, etc. 
for all watches. 
Send sample of 
what you want! AN 
Guaranteed! Remit 
only if satisfactory. 





DOTVLYD 40s GNIS a” 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 


818 LIBERTY AVE., PITTSBURGH 




















a 
eB) 
GOLD and SIMVER 


Scrap and Wastes 


PUIRCIBIASIEID 


Highest cash rates, by as- 
say or over the counter. 
Get cash for your scrap 
promptly. This is the only 
complete gold refinery op- 
erated in this section of 
the country. 


GOLD, SILVER, PLATINUM, alloys 
and KARAT GOLDS, etc., furnished. 


“VERNON-BENSHOEFE CO. 


933 Ridge Ave. Pittsburgh, Pa. 





































JEWELRY REPAIRING 
DIAMOND SETTING e@ ENGRAVING 


Prompt Service and Careful 
Attention Given to All Work. 


DOERNBERGER and MUCK 
406 Pittsburgh Life Bidg., Pittsburgh, Pa. 
TELEPHONE: AT. 7848 















THE CaBiNnet Fixture Co. 


Designers and Manufacturers 
JEWELRY STORE FIXTURES 
WALL CASES - FLOOR CASES, ETC. 
Office, Factory and Display Rooms 
2027-29-31 CHATEAU STREET 


N. S., PITTSBURGH, PA. 


F. A. NOLL, Pres. Cedar 3859 














75th 
— 
ELGIN 
THE AMERICA FIRST SERIES 
24.75-27.50 15 JEWEL 29.75-33.75 


FOR MEN AND LADIES 
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q Leon Rubin of East Liverpool, O., is 
sojourning at’ Miami Beach, Fla. 

q L. S. Good of the Keystone Watch 
Case Company’s New York office, was 
a recent visitor. 

q Harry Rothart of the Hamilton Watch 
Co. materials department, Lancaster, 
Pa., was here recently. 

4 New lighting fixtures have been in- 
stalled in Suttin’s Jewelry Store, 108 
East Main St., Carnegie, Pa. 

q Thieves who broke a window in the 
jewelry store of I. Goldszer, 1424 Beaver 
Ave. took merchandise valued at $150. 
q Phillip B. Krauss is now advertising 


and promotion manager for Krason’s 
Credit Jeweler’s two stores of Pitts- 
burgh. 


q Sam E. Hall of Hall Bros. & Co. is 
vacationing at Miami Beach. His brother, 
Chester, recently returned from that 
popular resort. 

q I. E. Boucher, president of the Wal- 
tham Watch Co., and “Olie’ Olssen of 
the firm, recently called upon their Pitts- 
burgh distributors. 

q Rogers Jewelry Co., which operates 
credit stores in Fairmont and Clarks- 
burg, W. Va., is opening a new store in 
Morgantown, W. Va., this month. Harry 
Tannenbaum, manager, was here recently 
purchasing stocks from local wholesalers. 
q.C. Proessler & Son Co. have recently 
completed a number of jewelry store 
modernizations in this district including: 
Cove Jewelers, Holidays Cove. W. Va., of 
which Orin Mazzoni is owner, a new store 
for Jack Kimpel at Elmwood City, Pa. 
q William Grafner, son of Emanuel 
Grafner and a member of the firm of 
Grafner Bros., has been elected to the 
board of directors of the J. M. Gusky 


orphanage, Perrysville. He is one of the 


youngest men ever to serve this institu- 
tion. 

q The Reliance Life Insurance Co., 
which sponsors an exhibit each week in 
the windows of the Farmers National 
Bank, recently featured a coliection of 
181 scarf pins belonging to Herman 
Auerbach, Pittsburgh district manager 
for M. A. Mead & Co., Clark Building. 
Included was a charm bracelet made of 
searf pins and a brooch made of 21 
searf pins. 

q Henry Wilkens Co., is paying $2 each 
for “Confucius Sayings” accepted for 
broadcasting over the Wilkens Sunday 
hour program. The saying must apply 
to jewelry but not necessarily to Wil- 
kens who operate three stores. For ex- 


ample, a recent Wilkens advertisement 





ORDER NOW—FOR MARCH SALE 





THE SAMUEL WEINHAUS 


PITTSBURGH 


COMPANY 


NSYLVANIA 
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points out, “Confucius say no ham jp 
Hamilton and no bull in Bulova but goog 
time in both.” 

q A large contingent of jewelers from 
Western Pennsylvania is enjoying the 
balmy breezes at Miami Beach, Fla., jn- 
cluding Mr. and Mrs. D. H. De Nardo, 
Braddock; Milo R. Williams, Butler. 
Harry C. Wright, Greensburg; Charles 
Mann, Beaver Falls; Theodore Hoff'nan, 
Latrobe; Jake Hochberg, Greensburg; 
Mr. and Mrs. Herman Eger, Alliquippa, 
and Mr. and Mrs. David Eger, New 
Kensington, and Ralph R. Grodstein of 
the Triangle Optical Co., and family, 
this city. 

q After occupying the entire three-story 
building at 720-22 Penn Ave. for 38 
years, the Samuel Weinhaus Co., Inc, 
wholesale jewelers, will move on or be- 
fore March 20 to the new Arbuckle 
Building, 808 Liberty Ave., where the 
firm will enjoy much larger floor space 
and all on one floor—the second. Emil 
Freyer, president of the Weinhaus Co, 
says the move was prompted for several 
reasons—desire for larger and better ac- 
commodations and advisability of get- 
ting up above flood level, after the ter- 
rible experiences of St. Patrick’s Day, 
1936, when the water stood 11 feet deep 
in the Weinhaus store. The Weinhaus 
Co. has taken a five-year lease on the 
new quarters, which are being remodeled 
to Weinhaus specifications. The Wein- 
haus Company was founded in 1877 in 
Pittsburgh in the heart of the mercantile 
district in the Golden Triangle. 





Fire Destroys Barrett Store 


Dansvitte, N. Y.—Fire which caused 
damage estimated at $40,000 swept the 
business block in which is located Floyd 
W. Barrett’s jewelry store. 








KARAT GOLD TROPHY REPRODUCED 


What the Gold Cup and the President's trophy 
represent in American motor boat racing the 
Duke of York's trophy means in England. So 
when S. Mortimer Auerbach, of Atlantic City and 
Miami, defeated two British, two Canadian and 
another American contestants and won tempor- 
ary possession of the Duke of York's trophy, he 
decided to have a replica made of the prize, 
for his permanent ownership. Entrusted to 
Cooper Bros., Philadelphia manufacturing and 
wholesale jewelers, the 10-karat gold replica, 
7'/. inches long, 6 inches high and 434 inches 
wide, was turned out in the Cooper shop in 
two and a half months. The figures of Victory, 
driver and dolphins were cast, and the remain- 
ing parts, boat, wings of figure and waves, were 
done by hand. The replica weighs 300 dwt. and 
Cooper Bros.' charge for the work was $1,500. 
Due to the war, the Royal Yacht Club of England 
requested Cooper Bros. to hold the original 
trophy for safekeeping. 
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Security Alliance, 
After 50 Years, 
Quits Maiden Lane 


After more than 50 years in Maiden 
Lane, New York, the Jewelers Security 
Alliance has followed the jewelry trade 
uptown and is now located at 535 Fifth 
Ave., on the ninth floor, in a large suite 
of offices adjoining those of Richard 
C. Murphy, counsel of its crime com- 
mittee, which arrangement will facilitate 
closer cooperation. 

At the same time that this move was 

decided upon, at the 57th annual meet- 
ing, Jan. 26, several uptown men were 
elected to office to succeed men from the 
Maiden Lane section who have given 
vears of service to the Alliance. 
“ Walter Eitelbach, of Walter Eitelbach 
& Co., Inc., 608 5th Ave., succeeds Frank 
T. Sloan, of Sloan & Co., 15 Maiden 
Lane, who served since January, 1935, 
and previously gave much time and effort 
tothe work. Victor A. Lambert, Lambert 
Bros., is first vice-president, succeeding 
Henry Abbott, who was elected in 1935. 
Henry C. Barthman, of William Barth- 
man, treasurer since 1932, was succeeded 
by Alexander H. Arnstein, of Arnstein 
Bros. & Co. William Elder Marcus, 
Marcus & Co., was reelected second vice- 
president, and Nathan J. Stern, Stern 
Bros. & Co., was renamed 3rd vice-presi- 
dent. James H. Noyes was reelected 
to the post of secretary, and is now 
serving his 43rd term. 

The executive committeemen are Henry 
C. Barthman, to serve three years; 
Daniel C. Price, three years; Otto D. 
Wormser, two years, and Bert F. Young, 
three years. 

The most interesting of the various 
committee reports heard was that of 
Otto D. Wormser, chairman of the crime 
committee, in which was given a detailed 
account of the investigation and subse- 
quent conviction and imprisonment of 
Hendryk V. Reszka and Moe Auswack 
and numerous confederates, for the 
$100,000 robbery of Rimler & Horning, 
608 Fifth Ave., in August, 1938. 


FLIES TO DIAMOND MARKETS 


ny 









HERBERT WEISBURGER, one of the buyers of 
Arnstein Bros. & Co., 608 Fifth Ave., New York, 
as he boarded the Pan American Yankee Clipper 
for Lisbon, Portugal, on Feb. 12, en route to the 
diamond markets in Antwerp and Amsterdam. 
The Plane set out from Dundalk, Md., at 7:30 
o'clock in the morning, but had to come back 
because of motor trouble, and did not actually 
leave for Europe until three hours after its sched- 
uled departure. At 4:30 o'clock the next after- 
noon, Arnstein Bros. & Co.'s office received a 
cable from Mr. Weisburger at Lisbon, and on 


b. 17 received another cable from him, at 
Antwerp. 
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Lovell Baker First Canadian 


To Get His C.G.; 15 More R.J.'s 


Latest addition to the roster of Cer- 
tified Gemologists is Lovell Baker, a 
director of the firm of Henry Birks & 
Sons, Ltd., Montreal, and for many 
years diamond buyer for Henry Birks 
& Sons’ numerous stores. The title of 
Registered Jeweler, American Gem So- 
ciety, was awarded to the following 
members during the past three months: 

Gordon Ayers, Boyd Jewelry Co., 
Lincoln, Neb.; Theodore Diehl, August 
Diehl & Son, Belleville, [l.; Frank Ger- 
mann, Germann’s, Wisconsin Rapids, 
Wis.; Oscar M. Lau, Plumb jewelry 
store, Des Moines, Ia.; Harold T. 
Partridge, Trefrey & Partridge, Win- 
chester, Mass.; Robert B. Paul, Plumb 
jewelry store, Des Moines, Ia.; Ralph 





H. Plumb, Plumb jewelry store, Des 
Moines, Ia.; Russell G. Scheer, E. J. 
Scheer, Inc., Rochester, N. Y.; Arnold 
A. Schiffman, Schiffman’s, Greensboro, 
N. C.; Gus Siefert, Henry Birks & Sons, 


Ltd., Quebec, Can.; John C. Smiley, 
Henry Birks & Sons, Ltd, Mon- 
treal, Can.; Bert O. Spear, Plumb 


jewelry store, Des Moines, Ia.; 
Edward B. Tiffany, Howard H. Patch, 
Ltd., Montreal, Can.; Henry Plumb 
Wiseman, Plumb jewelry store, Des 
Moines, Ia.; and Orrin G. Wiseman, 
Plumb jewelry store, Des Moines, Ia. 


Platinum Prices 
(February 26, 1940) 
i ee ee $40.00 


Containing 5% iridium .............. 47.50 
Containing 10% iridium ............. 55.00 
Containing 5% ruthenium ........... 40.00 
RS ee ee ee ee 24.00 











would look in his own store. 


complete information. 











Interior view—David Weis & Co. Store 


AN INTERIOR BY PROESSLER .. 


There are many factors in successful jewelry merchandising. One of 
the most important is a correctly designed, modern interior. 


The storeroom of David Weis & Co., wholesalers, Clark Building, Pitts- 
burgh, is a good example of how a Proessler interior can enhance 
merchandise in the eyes of the customer. 
signed to give the visiting retailer an idea of how the merchandise 
All of the fixtures are in walnut, and the 
wallease interiors are finished in blue, for better display value. 


Let us, without obligation to you, show you how a Proessler interior 
ean enhance your merchandise and increase your sales. 


QUOTATIONS GLADLY FURNISHED WITHOUT OBLIGATION 
Phone CEDar 1716 


C. PROESSLER & SON COMPANY 


1221-1227 PENNSYLVANIA AVENUE, PITTSBURGH, PA. 


Manufacturers of Jewelry Store Fixtures for Nearly Three-Quarters of a Century 


This installation was de- 


Write for 
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FOR PROMPT— 
DEPENDABLE SERVICE 


Send Us Your Orders for 


ELGIN—*HAMILTON 
*ZONES 7-8-13-17 


WALTHAM PREMIER WATCHES 
DIAMONDS - JEWELRY 
CLOCKS - SILVERWARE 
“IF IT'S NEW WE HAVE IT” 


GERWE-FROHMAN CO. 
CINCINNATI NEW ORLEANS 








AT YOUR SERVICE 
ELGINS — *HAMILTONS 


*Zones 6-7-8 
VIRGIN DIAMONDS 
CELLINICRAFT JEWELRY 


Lines of quality and style that give you pro- 
tected profits. 


You can recommend them to your customers 
with confidence. 


GREENWOLD-GRIFT CO. 


The house of quality and service. 
18 West Seventh St. Cincinnati, Ohio 











DIAMOND-CUTTING 


expert work... fast service 


$ 9.00 per carat 
. 10.00 per carat 
pn e.0m o) tor: Tar: he 
12.00 per carat 
14.00 per carat 
16.00 per carat 
18.00 per carat 
26.00 per carat 


SONS 


Cincinnati, Ohio 


2 carat 


sie or: ar: bd 
carat 
me or: Bar: B ¢ 
ome Bar: Bd 
2 Carat 
one Bar: & 4 
rae on: Bar: bd 


LITWIN & 


114 West 6th Street, 








KLEIN BROS. 


—As Usual—Are Presenting the most 
attractive lines, specializing in: 
DIAMOND an only one quality—THE 


EST—combined with the 
most outstanding mountings. 
JEWELRY—An exceptionally large line of gold and 
fine gold-filled jewelry. 
COSTUME JEWELRY—Latest styles and newest 
items that will attract your 
customers 


“KENWOOD WATCHES’’—Combine popular prices 
— accuracy and 
style. 


KLEIN BROS. CO. 


WHOLESALE JEWELERS 
617 Vine St. Cincinnati, Ohio 











SPECIAL BOXED JEWELRY 


MISS VANITY for WOMEN 
LORD JASON for GENTLEMEN 
Write for Selection 
THE D. JACOBS SONS CO. 


811 Race Street, Cincinnati, Ohio 
Serving the Retail Jeweler for over 60 years. 








Diamond Mountings 
and Wedding Rings 
Special order designs on request. 


The Schumer Bros. Co. 


5 East Third Street, 
Cineinnati, Ohio 


Workers in precious metals. 








q Albert Levison, of the Monmouth 
Jewelry Co., Newport, Ky., and Miss 
Sylvia Hertzberg were married recently. 
q Elmer T. Herzog, Covington jeweler, 
is sporting a coat of tan which was cre- 
ated by a warm sun in Florida. He 
took the trip with his wife and mother. 
q Louis Lange of A. G. Schwab & Sons 
is back from his winter season jaunt to 
St. Petersburg, Fla. He accompanied 
his 91-year-old father, Herman Lange, 
founder of the store of Lange, the 
Jeweler, on the trip. 

q Ralph E. Goebel, who has been con- 
nected with Peck, Selmeier & Peck, 
is in business on his own, on the sixth 
floor of the Bell Block, Sixth and Vine 
Sts., where he is handling rings, mount- 
ings and diamonds. 

q Announcement was made of the en- 
gagement of Elizabeth Goss, daughter 
of Mrs. Edward J. Wohlgemuth, and 
John Z. Herschede, son of Mr. and Mrs. 
Lawrence B. Herschede. The latter are 
of the Herschede jewelry family. 

q Offices have been taken on the sixth 
floor of the Liberal Savings building, by 
the Kovac-Flanagan Co. L. E. Flanagan 
and A. J. Kovacs recently formed a 
partnership to engage in jewelry enter- 
prices both wholesale and retail. 

q The newest enterprise in Cincinnati’s 
jewelry manufacturing is that of Buster 
Goodman, formerly of the I. B. Good- 
man Mfg. Co., of Indianapolis, and Hoff- 
man & Goodman of Newark, N. J. Mr. 
Goodman leased a block of 2200 sq. ft. 
in the Textile Building, 4th and Elm 
Sts. 

q Gruen Watch Co. recently received a 
patent for a watch movement adapted 
for use in a semirectangular case with 
slightly rounded corners, the works of 
the movement being so arranged that sev- 
eral types and shapes of wrist watch en- 
closures can be used. Gruen is assignee 
of Henri Thiebaud of Bienné, Switzer- 
land, on the patent. 

4 A jewelers’ table was established at 
the Walnut Hills Business Men’s Asso- 
ciation’s Valentine party, Feb. 18. Pre- 
siding at the gathering was Henry Von 
Unruh, regional vice-president of ANR- 
JA. Guests at the table included: Mrs. 
Von Unruh, Mr. and Mrs. Clifford 
Simper, Mr. and Mrs. Louis Noelke, Mr. 
and Mrs. Albert Kampf, and William 
Godfrey of the Elgin Watch Co. 

q George Thauwald Gruen is back at 
his desk at the Gruen Watch Co., a mar- 
ried man. He and Miss Jane Redwood 
Deupree, of Covington, Ky., were mar- 
ried at the First Presbyterian Church in 
Covington, at the end of January, and 
took a honeymoon trip to the Bahamas. 
Mr. Gruen is a son of Mr. and Mrs. 
George J. Gruen. The newlyweds are 
making their home in an apartment on 
Park Avenue, Walnut Hills. 

q Business of the Cincinnati Gold & Sil- 
ver Refining Co., on Post Square, is be- 
ing carried on by William J. Schwarz, 
following the death of his father, Wil- 
liam H. Schwarz. The late Mr. Schwarz, 
who would have been 65 years old, Feb. 
25, was a former officer of the Cincinnati 
Wholesale Jewelers & Manufacturers 
Association. The refining concern was 
founded in this city in 1880 by the late 
Jacob Schwarz, grandfather of the pres- 
ent head. Survivors are Mrs. Schwarz, 
the son and two daughters, Mrs. Annette 
Wire of Pittsburgh, and Mrs. Betty 
Adams of this city. 














q Julian G. Schwab, chairman of the 
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publicity committee of the Town Criers 
has started driving toward the goal of 
making Cincinnati even more promnent 
in the jewelry industry. Mr. Schwab jg 
convinced that the local market can sy 
ply anything desired by jewelers. His 
letter sent to the Criers’ membershj 
reads in part: “If your firm cannot ac. 
tually service your customer, or if he 
asks for the names of firms which handle 
items other than those you carry, it wil] 
be better to have him buy from some 
other local concern than go into some 
other market. The firm in the other mar. 
ket might carry competing merchandise. 
Plugging for a local firm is ‘selling Cin. 
cinnati’ instead of some other city.” 





Precious Jewelry Featured 
In Kansas City Fashion Show 
Witnessed by 6,000 Women 


Kansas Crry—June Hamilton Rhodes, 
publicity counsel for the Jewelry In- 
dustry Publicity Board, arranged and 
supervised, as well as commented on, 
a fashion show Feb. 13 and 14, in the 
Midland theater here. Admission was 
charged and the house was sold to capac- 
ity each morning. Six thousand women 
witnessed the show. 

The general spring fashion picture pre- 
sented was highlighted by precious jewels. 
To quote from “Womens Wear Daily,” 
Feb. 19: “Many jewels were noted, real 
precious stones, diamond and sapphire 
necklaces, bracelets, pearls, wrist 
watches, rings.” 

It is interesting to note that the local 
merchants preferred to use real jewelry 
to accent the very fine clothes which 
were presented, rather than the jewelry 
which they themselves carry. 

For days before the show, the Kansas 
City Star carried advance publicity ac- 
centing fashion and drawing attention to 
the first big fashion show ever presented 
in Kansas City in which all the mer- 
chants cooperated. Jaccard Jewelry 
Corp. furnished all the jewels—notably 
the fashion for gold in daytime, as well 
as other necklaces, earrings, bracelets 
and rings set with precious stones. There 
were a good many lapel clips; watches 
on almost every daytime model. 


Drosten Jewelry Co. Pays Bonuses 


Of Eight Weeks’ Pay, Dividend 


Sr. Louis, Mo—A bonus of eight 
weeks’ extra pay was voted to regular 
employees of the Drosten Jewelry Co., on 
Feb. 17. Ten employees will get the full 
bonuses and others smaller amounts. 











SCHIRA BROS. 


PLATINUM 
DIAMOND MOUNTINGS 
PLATINUM 
SPECIAL ORDER WORK 


15 WEST 6TH ST. 
CINCINNATI, OHIO 














WESTERN TRAY & CASE C0. 


MANUFACTURERS OF QUALITY 
JEWELERS’ TRAYS AND CASES 


Write for Designs and Prices 
427 PLUM ST. CINCINNATI, O. 
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L. J. Trask, jeweler of Farmington, 
Me., visited local jobbers last month. 

4 John Hall, manager of the New York 
office of the Hamilton Watch Co., visited 
his distributors early in the month. 

Thomas M. Kenny, retail jeweler, 125 

A. Trapelo Rd., Belmont, Mass., opened 
an ettractive shop early last month. 
4 Smith-Patterson Co., 52 Summer St., 
has appointed Badger & Browning, Inc., 
Boston, to serve as advertising counsel. 
4 William Selsberg, New England rep- 
resentative for Elgin, returned early last 
month from the sales conference, in Chi- 
cago. 

Boston wholesalers’ traveling represen- 
tatives left for their various territories 
early in the month, with new and at- 
tractive lines. 

q Mr. and Mrs. Edward Sotter, retail 
jewelers of Lowell, Mass., are spending 
their winter vacation touring Florida, 
with headquarters at Palm Beach. 

q The watchmakers’ organization, with 
a membership composed of journeymen 
employed in greater Boston shops, will 
hold an open meeting early in March. 

q Greater Boston jewelers are steadily 
given more space, both in their adver- 
tising and window displays to jewelry 
for men, pocket watches and chains, 
rings, cuff links and lighters. 

q Harold Alberts, of I. Alberts Sons, 
Inc., wholesale jewelers, 373 Washington 
St. and vice-president of the N.W.J.A., 
with Mrs. Alberts, is touring the south- 
west, making their headquarters in Dallas. 
q Eugene Sanger, of Sanger & Co, 
wholesale jewelers at 387 Washington 
St., celebrated his birthday early last 
month, greeting old friends and cus- 
tomers. He had thought his birthday 
was a secret. 

q New England jewelers of 206 com- 
munities are benefited by winter sports, 
compared with only 39 three years ago. 
The six states have nearly 1000 miles of 
ski trails and 87 jumps, and the. weekly 
championship events draw thousands of 
ardent fans. 

q Greater Boston’s jewelers, featured 
appropriate window displays during 
February’s three holidays. Washington’s 
and Lincoln’s birthday displays attracted 
much attention, while the Valentine sea- 
son displays afforded an excellent oppor- 
tunity, showing the smart new styles and 
frills of the latest trend costume jewelry. 
q President L. Blaine Libbey, of the 
Massachusetts and Rhode Island R. J. A. 
and his committees are perfecting plans 
for the 26th annual convention to be held 
April 24 at the Parker House. It is 
planned to have a quiz session on general 
betterments of the retail jewelry trade, 
advertising, display, salesmanship and 
merchandise. 

q Two of Boston’s jewelers’ window 
decorators would have felt well repaid 
for their efforts, could they have listened 
In on the comments of public, looking 
and admiring recent window displays. 
One was the showing of blue sapphires— 
diamond combinations, by Shreve, Crump 
& Low; the other, a showing of Febru- 
ary’s birthstone, amethyst, by Thomas 
Long Co. 

q Boston Jewelers Bowling League’s 
championship team won the roll-off for 
the silver trophy, in competition with a 
picked team from the Waltham Watch 
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factory league. The closely matched 
teams have battled for five years for the 
Silver Bowl, donated by the Internation- 
al Silver Co. and the match drew fans 
from the trade of greater Boston. The 
high three-string total of individual 
bowling was won by Walsh, of the 
jewelers, with 327. Sawin of the watch- 
makers crashing 321. After the match, 
the bowlers, with their wives and sweet- 
hearts, gathered at the Hotel Kenmore 
for the victory dinner, where President 
George Fletcher, welcomed 80 guests. 

q With stock taking and inventory out 
of the way, New England jewelers, in- 
terested in “what’s new” for 1940, in- 
spected local wholesalers’ displays during 
the last month. Among the visiting re- 
tailers were: W. H. Preston, Burlington, 
Vt.; Robert Abbott, Lowell; Arthur 
Boaudet, Woonsocket, R. I.; Douglas 
Campbell, Cohasset; Leo and N. O. Cate, 
Bellows Falls, Vt.; C. E. Cotter, Lowell; 
E. H. Hollister, Greenfield; C. J. Gidley, 
New Bedford; Holmberg & Douglas, 
Brookline; W. E. Blanchard, Gloucester; 
Samuel Fineblit, Manchester, N. H.; W. 
E. Fritz, Quincy; Jerome L. Eno, Skow- 
hegan, Me.; A. B. Duncan, Portsmouth, 
N. H.; Willard Keith, Portland, Me.; H. 
L. Dupre, Biddeford, Me.; Robert De- 
Montigny, Nashua, N. H.; John H. 
Derby, Somerville; L. S. Johnstone, 
Hyannis; Fred J. Kahl, Pittsfield; B. 
Keith, Portland, Me.; J. A. Malloy, 
Portsmouth, N. H.; James Kane, Hart- 
ford, Conn.; L. Blaine Libbey, Milford; 
Frank Mowery, Rutland, Vt.; D. E. 
Nathan, Fitchburg; E. R. McClintock, 
Dover, N. H.; John Palmer, Gardner; 
George Stuart, Concord, N. H.; John 
Peterson, Needham; L. H. Vancore, 
Colebrook, N. H.; R. E. Van Gelder, 
Burlington, Vt.; G. Herbert Wood, 
Manchester, N. H.; W. A. Sawyer, Keen; 
N. H. Allen Robertson, Framingham; 
Gunnard A. Borg, Springfield; E. E. 
Franks, Worcester; J. G. & F. P. Gur- 
new, Brockton; L. L. Tardiff, Waterville, 
Me.; C. W. Hatch, Claremont, N. H.; 
P. H. Safford, Rochester, N. H., and 
John Dow, Portland, Me. 


E. B. Horn Co., Boston, 


Completes Centennial Year 


Boston—E. B. Horn, of E. B. Horn 
Co., Inc., retail jewelers, is the third of 
the same name to head the firm which 
last year rounded out 100 years in the 


jewelry business. Located at the city’s 


most congested traffic center, Winter and 
Washington Sts., the store occupying a 
three-story building, which is sandwiched 
in on three sides by high structures of 
the retail district, has long been a land-~ 
mark and is the oldest retail business to 
remain in one location on Washington 
St. 

Mr. Horn says that the retail jewelry 
industry looks to 1940 wtih justifiable 
optimism. 





Joseph Riskin, who was formerly lo- 
cated at 450 Fifth Ave., New York City, 
is now in the wholesale business again 
after an absence of seven years. He is 
at present located at 450 N. Rossmore 
St., Los Angeles. 
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ALBERTS 


The 


“‘House of Service’ 


DIAMONDS * 
WATCHES 
* JEWELRY 
CLOCKS * 
SILVERWARE 
ELECTRICAL GOODS 
* 
I. ALBERTS SONS, Inc. 


373 WASHINGTON STREET, BOSTON 
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“BABY SHOES IN BRONZE" 
The Hollywood Way 
Finest work, lowest prices in gold, silver, bronze 


metalizing. 
Send for price list. 


E. A. CUSHING 
917 Cole Ave., Hollywood, Calif. 
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MASSACHUSETTS 
SCHOOL OF OPTOMETRY 


Four-Year Day Course 
For further information address: 
Administrative Office 
1112 BOYLSTON STREET 


Boston, Massachusetts 





ARISTOCRATIC 
STERLING 
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SitveR 
CcO.Inc. 
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BOSTON, MASS. 


SiILvVE® 








. 
Summetalic 
(Karat Gold on Sterling) 


and STERLING SILVER 


REAL STONE JEWELRY 


Sold direct to retailers 


W. E. RICHARDS CO. 


ATTLEBORO, MASS 
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Where to Buy 
IMPORTED 
China and Glass 


JUSTIN THARAUD, Inc. 
129 Fifth Ave., New York, N. Y. 


MYOTT SON & CO., England 
ROYAL BAYREUTH CHINA, Bavaria 
CHATEAU CHINA, Czechoslovakia 
FRANCISCAN WARE, Gladding McBean & Co. 


CHINA AND GLASSWARE 
ESPECIALLY FOR JEWELERS 


in stock for immediate delivery. Great 
variety of patterns and designs. 


Wire your urgent orders. 


PAUL A. STRAUB & CO., Inc. 
Importers, 105-107 Fifth Ave., New York 


EDWARD BOOTE 


35 & 37 West 23rd St., New York, N. Y. 
Tel. Gramercy 5-1605 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNER AND 
HOTELWARE 
GIBSON & SONS TEAPOTS 


SHORT LINES—SERVICE PLATES 
Dinnerware from the 


Heinrich & Co. and 
Winterling Factories 
FROM NEW YORK STOCK 


Heinrich and Winterling, Inc. 
49 W. 23rd St. New York, N. Y. 


W. E. LINDEMANN 


GLASS 





























CANDELABRA CANDLESTICKS 
STEMWARE DECANTERS 
VASES BOWLS 
GIRANDOLES LAMPS 
FROM STOCK 


225 FIFTH AVENUE, N. Y. 








THEODORE HAVILAND 


CHINA DINNERWARE 


Made in Made in 
America ALSO France 


GENUINE FRENCH QUIMPER POTTERY 
Prompt shipments from local stocks 


THEODORE HAVILAND & CO., Ine. 
26 W. 23rd St. New York 








Wedgwood Ware 


Bone China Dinnerware, Queensware 
Jasper and Black Basalt 
Trade-Mark WEDGWOOD 
Josiah Wedgwood & Sons, Inc. 
162 Fifth Avenue, New York City 














212 Fifth Ave. 


ROYAL DOULTON 


English Bone China and Earthenware 


THOS. WEBB & SONS 
Hand made English Crystal 
IRISH BELLEEK 
The original production 
WM. S. PITCAIRN CORPORATION 
New York, N. Y. 





Rowe aga 


CHINA 





Famous the World Over 
Available from New York Stocks 


ROSENTHAL CHINA CORP., 149 Sth Ave., New York 

















In the Field of Advertising 
and Trade Promotion 











The importance of well-built price tags 
in permanently marking goods while in 
stock, eliminating errors and increasing 
sales is shown in the new catalog of 
celluloid, metal and parchment tags just 
issued by the Arch Crown Tag & Stamp- 
ing Co., 18 Crawford St., Newark, N. J. 
Described are Scribable tags, with stylus 
for indelibly writing sales codes; _ lac- 
quered celluloid Button Fast tags, colored 
Easy Clasp metal tags, and plain or 
printed Snug Fit parchment paper tags, 
metal price markers and celluloid tray 


checks. 
+. * + 


The spring and summer display line of 
the Dennison Mfg. Co. has been taken 
over by Gregory, Inc., of Chicago, and 
is shown in the firm’s 1940 catalog, 
which shows a number of display ideas 
for summer windows and interiors. It is 


sent on request. 
a ae 


The advertising program behind nine 
new Elgin De Luxe models, which are 
making a collective bow to the jewelry 
fraternity this month, includes two-color 
half-page ads in such publications as 
Liberty, Collier’s and Saturday Evening 
Post. This advertising, like some other 
Elgin campaigns, will be built around 
likeable young Americans who state their 
ownership and admiration of Elgin De 
Luxe models. Five of the new models 
are women’s watches and four men’s, 
priced at $37.50 each, and each having 17 
jewels, Elginium hairspring, beryl-X bal- 
ance and grooved balance staff. One 
model for each group is cased in rose 
gold. Full page ads in Life will follow and 
a graduation campaign will run full-color 
ads on Elgin watches in general, includ- 
ing Lord and Lady Elgins and all nine 
of the new De Luxe models. 


* * * 


Forstner Chain Corp., of Irvington, 
N. J., will continue to advertise in 
nationally circulated magazines this year. 
Consumers are said to be manifesting 
strong interest in items currently pro- 
moted in magazine advertising. The ac- 
count is handled by A. W. Lewin Co., 
Inc., Newark, N. J. 

* * + 


A most attractively color-printed cat- 
alog, showing the complete 1940 line of 
Hadley watch bracelets, waldemar chains 
and belt buckles has just been issued to 
the trade by the Hadley Co., Ince., of 
Providence, R. I. The catalog contains 
full-size illustrations of the various num- 
bers in the line with accompanying retail 
prices, and may be proudly shown to 
customers. It also shows five point-of- 
sale display assortments. 


* * * 


Harvel Watch Co., of New York, has 
increased its advertising schedule for 
1940 almost 70 per cent over the 1939 
budget, Henry H. Harteveldt, president, 
said last month. Spring and fall sched- 
ules list Saturday Evening Post, Life, 
Collier’s and Photoplay, keyed to the 
theme “America’s Distinguished Time- 
piece.” Dealers will be furnished tie-in 


sales helps. 
ak * 


Holmes & Edwards Sterling Inlaid 
Silverplate is arranging to route two cus- 
tom-built traveling displays among au- 
thorized dealers. One display, called 
Fashions on Parade, poses die-cut models 
whose clothes reflect the lastest fashion 
trends, with the Holmes & Edwards pat- 
terns, to suggest the high style of these 
designs. The other display shows a young 
couple admiring their silverware. When 
the young woman remarks on the beauty 
of the patterns, the display of active 
patterns lights up; when the husband 
speaks of the sterling inlaid feature, the 
plaque illustrating this is illuminated. 


* * * 


Current Ingersoll Waterbury advertis- 
ing features three popular priced models, 
the Buck pocket watch, the Dollar alarm 
clock and the Swagger Wrist Watch. The 
campaign continues the policy begun last 
fall with regular insertions appearing 
each month in mass circulation publica- 
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tions including The American Week 
This Week, and rotogravure sections fros’ 
coast to coast. Also scheduled are Vo 
series of advertisements in Successful 
Farming, Farm Journal-Farmers Wife 
Total circulation is in excess of 23 000. 
000 each month. a 


* * 


To help give jewelers adequate fi 
display space, 1847 Rogers Bros. ap 
signed three different “flatware depart 
ments,” the largest of which has three 
shelves and a cabinet with illuminateg 
display and is recommended for stores 
that are remodeling and can allow for 
the use of this size fixture. The medium 
size accommodates six opened chests of 
silver on three shelves, the lower two of 
which are indirectly lighted. The smalj 
size holds three chests of tlatware; pe. 
cause of its size no lighting is required, 
Medium or small size fixtures are avail. 
able with either 1847 Rogers Bros, or 
Wm. Rogers & Son, with either trade- 
mark stenciled on the overhang of the 
top shelf. A “Silver Dept.” neon sign, 
for the top of the fixture, is also avail- 
able to dealers. Holmes & Edwards divi- 
sion of International Silver Co. has de- 
signed an island display merchandiser 
holding one chest of silverware, following 
the success of its larger eight-set mer- 
chandiser. 

* * * 


The new 1940 Wyler watch catalogue 
has just come off the press and is being 
distributed to the trade. It includes 
men’s and women’s’ water-proof and 
shock-proof lines as well as the Aviator, 
Self-Winding and Wyler Chronograph. 
The book is printed in two colors and has 
a varnished duotone cover. None of the 
Wyler novelty watches is included in the 
catalogue. Special literature is being pre- 
pared for the novelty items. 


Indiana Watch Law Explained 


New Arsany, Inp.—A meeting of the 
registered watchmakers in this trading 
area, held on Feb. 9, for the purpose 
of forming a local guild, was addressed 
by Herman L. Lodde, secretary to the 
State Board of Examiners in Watch- 
making. Mr. Lodde advised about the 
Indiana watchmaker licensing law and 
the benefits which licensed watchmakers 
may expect from it. G. E. Hartling, 
this city, was elected chairman of the 
group. The next meeting will be held 
on April 9. Those in attendance were: 
A. J. Irion, Jeffersonville; W. E. Wal- 
lace, Scottsburg; J. E. Perle, Pekin; C. 
E. Endris, O. D. Weaver, Mr. Hartling, 
Chester Irion, Louis Irion, G. C. Neuge- 
bauer, George Smith, and James L. 
Hammett, New Albany. 


















Where to Buy 
DOMESTIC 
China and Glass 

















LENOX CHINA 


_ SERVICE PLATES 
of DINNERWARE 
NOVELTIES 
LENOX Made in America 


LENOX, INC. Trenton, N. J. 




















HAWKES CRYSTAL eee 
sii 


GLASSWARE 
for discriminating 


people—WRITE 


T. G. HAWKES & CO. 
CORNING, N. Y. 
N. Y. Office: 542 5th Ave. op warmrom 


THE JEWELERS’ CIRCULAR-KEYSTONF 
for March, 1940 














[| =o" SS 





Maiden Lane Outing Club's | 6th 
Dinner Biggest in History 


Cheered by a winter of good business 
and encouraged by the prospect of a 
rosperous year ahead, the Maiden Lane 
Outing Club turned out in full force 
for its 16th annual dinner and enter- 
tainment at the Park Central Hotel in 
New York the night of Feb. 20. Fol- 
lowing the reception and cocktail party 
which opened the proceedings, 218 mem- 
bers and guests sat down to dinner 
which, according to an announcement by 
Secretary “Jerry” Grant, was the biggest 
turnout in the history of the club for 
this mid-winter party. 

The affair as always was entirely in- | 
formal both as to dress and proceedings. | 
It is one of the pleasant occasions when | 
members of the trade get together for 
an evening of fun and good fellowship 
with all serious matters laid aside, and 
the latest party fully lived up to the | 
tradition. 

Following the dinner, the proceedings 
were started by an amusing novelty in 
the form of a cleverly staged fake broad- 
cast which purported to consist of 
speeches from Franklin D. Roosevelt and 
Al Smith. The text of their remarks, 
however, soon made it clear that the 
supposed speakers were being imitated 
by a pair of clever comedians who put 
over some good jokes at the expense of 


. 





quickly attempt large-scale bombings of London. 





RONSON'S BRITISH DIVISION HAS NEW HOME IN COUNTRY 


Upon the outbreak of the war, British authorities quite naturally supposed that German airplanes would 
With the idea of preventing loss of life and dis- 
ruption of business, the government not only evacuated tens of thousands of children from London, as 
was so fully reported at the time in the American press, but also urged all commercial concerns who 
could carry on their businesses in other localities to move their operations from the London area. 

Ronson Products, Ltd., the British division of the manufacturers of Ronson lighters, promptly and 
cheerfully complied. The large house pictured above was found at Leatherhead in Surrey, and the 
order and accounts departments, to which a London location was not essential, moved in. 

English homes of any pretentions are generally named, and this one, with q flavor reminiscent of 
"Little Lord Fauntleroy,'’ is called Dorincourt. Dorincourt houses some 35 members of Ronson's British 
family, providing them with both living and business quarters. 











members of the club. 

An entertaining floor show followed 
and at the close of the official enter- 
tainment many of the members and | 
guests remained for informal get-to- | 
gethers, unanimously declaring it one of 
the most pleasant events they have at- | 
tended in a long time. | ducted Feb. 3. 

Secretary Grant and the committee, | Born in Atlanta on June 2, 1864, dur- 
Harry Smolin, Harry Kretch, Russell ing Sherman’s bombardment of the city, 
Williams and Walter Uttrich, deserve a | Mr. Maier at 14, went to work for W. 
lot of credit for the capable way in J. Northen, a jeweler for $1 a week. 
which the affair was managed. Presi- In 1887 he purchased a half interest 
dent Jimmy Theise, to whom a portable in the business of A. L. Delkins, and in 
radio was presented, modestly declined 1899 the remaining interest in the busi- 
any share in the credit, explaining that ness was purchased by his uncle, John 
he had been spending his time basking Berkele, the firm of Maier & Berkele be- 
in Florida while the committee worked. ing thus established, as a wholesale tool, 

racy material and repair business. Soon 
afterwards, the business was changed to 
retail jewelry and became one of the 


H. Armin Maier, Sr., Dies; 
Founded Maier & Berkele Co. 


Attanta, Ga.—Funeral services for 
H. Armin Maier, Sr., founder and presi- 
dent of Maier & Berkele, Inc., were con- 


Silver Prices 
New York 


London 


= Spot Official most famous in the South. 

— nee Gyo > Re 
wt * incited oe ~ 46 42 When Mr. Berkele died in 1913, the 
a se... 203d 34u%4e company was incorporated as the Maier 
February 26 ............ 20d 34%¢ & Berkele Jewelry Co. Later Mr. Maier’s 











"SKIPPER" GUILDEN AND HIS “"LONGINES" SHIPMATES DINE 


At a dinner honoring Board Chairman Morris Guilden, the sales and office staffs of the Longines- 
Wittnauer Watch Co. closed a week of sales meetings with a thoroughly nautical dinner. The dining 
room in the Hotel Astor, New York, was decorated ship-style; executives wore hats denoting their posts 
as officers of the Good Ship ''Longines,'' and ‘'petty officers,"’ ''gqunners''—salesmen—and "land lub- 
bers —guests—wore gob caps. ‘'Gunner'' Frank Colker was toastmaster. ‘'Purser'' Ed Detjan paid 
tribute to the late Walter Lugrin, manager of the company's service department. ‘Skipper’ Guilden, 
who received a case of pipes and the somewhat unwelcome services, during the evening, of a Japanese 
valet, Proclaimed that 1939 was the greatest year in Longines’ history and predicted that 1940 would 
be bigger still. ‘First Officer’ J. P. V. Heinmuller said that the company is starting the year with 
$250,000 worth of unfilled orders. ''Chief Navigator’ M. Fred Cartoun then despatched the "gunners" to 
their various territories, with a message of cheer and fellowship for each, and praised the seamanship 
of "Assistant Navigator’ Sam Perlman, "Navigator's Assistant’ Roy Pruden, "Chief Engineer" William 
Zint and others in responsible rank. 
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two sons, H. Armin Maier, Jr., and 
Frank M. Maier, entered the business. 

Mr. Maier was a past president of the 
Atlanta Jewelers’ Guild and the Georgia 
R.J.A., and past regional vice-president 
of A.N.R.J.A. 


U.H.A. President Explains 


Licensing to Duluth Watch Men 

Dvututnu, Mixn.--B. W. Heald, pres- 
ident of the United Horological Asso- 
ciation and secretary to the Wisconsin 
Board of Examiners in Watchmaking, 
addressed the Duluth Master Watch- 
makers Association at a recent meeting. 
After hearing Mr. Heald, who was one~ 
of the prime movers for the Wisconsin 
law, the group went on record for such 
a law in Minnesota. The Twin Cities 
Watchmakers Association had previously 
favored such legislation. 


Eight New Junior Watch Men 


Wasuinoton, D. C.—The examining 
board of the Horological Institute of 
America met here and granted Junior 
Watchmaker certificates to the following 
on Jan. 27: Leo John Barstis, Grand 
Rapids, Mich.; Albert H. Gross, Jack 
Keys, O. Emery Lofgren, George D. 
Pearson, Charles O. Straka, all students 
at the Elgin Watchmakers College, El- 
gin, Ill.; Louis J. Lakota, Joliet, IIL, 
and Ottar Wold, Seattle. 





Beg Pardon 

It was recently stated in these col- 
umns that a Henry Ackermaiy was 
manager of a new retail jewelry estab- 
lishment of Milton Ascherman, at 314 
W. State St., Fremont, O. Mr. Ascher- 
man is both owner and manager and 
there is no Henry Ackerman connected 
with the firm. 





Atitantic Crry, N. J.—A thief who 
hurled a brick through the window of 
Hoffman Bros. jewelry store, here, early 
on Feb. 3, scooped up a miscellaneous 
collection of ring necklaces and watches 
valued at $2,750. 





K&L 


GOLD 
STANDARD 


IS 999.75 PLUS 


and other standards of fineness maintained 
in all our other metals 


FINE GOLD PLATINUM 
PALLADIUM IRIDIUM 


Ruthenium — Rhodium — Osmium — Silver 
Platinum in all degrees of hardness 


Platinum and Gold Solders 
Stamped with the K & L guarantee of Quality 


we sour vor KC astenhuber & Lehrfeld 
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In his “Poor Richard’s Almanac;’ reputed to 
be the most widely read book in the world 
with the single exception of the Bible, Ben- 
jamin Franklin stressed the virtues of thrift. 
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Fire, sweeping through the Kortz Jewelry Co. shop, 
Denver. Machine, total loss. Then, an urgent call. 
“After only two months’ use of Watch-Master, find 
we cannot afford to The 

be a single day with- 


out it. Ship new Watch aster 
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We, too, stress the virtues of thrift at the Ben- 
jamin Franklin Hotel, but not at the expense 
of comfort. Our 1200 large rooms, all with 
bath, are moderately priced. Our food has won 
the praise of visiting gourmets. 
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Devoted to the horologist who serves civilization 
by providing accurate measurement of time. 
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What Is My Old Watch Worth? 


by JOHN J. BOWMAN 


Chairman, Educational Committee, Horological Institute of America 


UCH of the romantic lure of finding the tradi- 

tional pot of gold is involved in this business of 
appraising the value of old watches. All jewelers and 
watchmakers are more or less often shown some ancient 
timepiece and asked “what is it worth?” Or this ques- 
tion may arise concerning old watches that have come 
into a jeweler’s possession, and been neglected until in 
some way curiosity about them is aroused, as when a 
news item appears about an old watch selling for a sen- 
sational price. Such news sends jewelers hurrying to 
take a look at all the peculiar old watches perhaps long 
forgotten among the junk tucked away in odd places. 
While, of course, few of these turn out to be valuable, 
there is always the thrilling chance that a specimen may 
be rare, and others may be found worth at least more 
than junk. 

So this effort to outline the principles that govern the 
judging of rarity and value in old watches, is justifiable 
from a practical business viewpoint. Not only that, but 
if millionaire bankers, great industrialists, and noted 
professional men can find enough fascination in collect- 
ing rare watches to spend money largely in its pursuit 
as a hobby, why shouldn’t we, who make our living sell- 
ing and servicing watches, find pleasure, as well as 
profit, in studying the history of our craft and the work 
of its old masters? 

Another practical value in such study is in relation 
to the salesmanship of expensive watches above the com- 
mercial grades. If the salesman is steeped in the spirit 
of fine art and craftsmanship that is exemplified in the 
work of the old masters, he is fitted to convey to cus- 
tomers an enthusiasm for fine watches that may inspire 
purchases of exceptional wares; this can hardly be done 
otherwise. 

The desirability of becoming expert in judging old 
watch values now being understood, this article and one 
or two to follow, are offered as a guide to the studies 
necessary to accomplish this aim. These studies should 
include all that can be learned from: (1) well-chosen 
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books; (2) exceptional specimens and ordinary old 
watches in collections; and (3) all of the older watches 
that pass through one’s hands in the repair department, 
or that are brought in by owners for admiration or for 
an opinion as to value. All of these sources must be 
drawn from, to build up the whole structure of your 
knowledge. The judgment necessary for appraising 
watch values cannot be gotten by just reading books; 
nor, on the other hand, by examining specimens of 
watchwork without the systematic information that can 
be gained from certain books. 

The present article will discuss the needed back- 
ground of knowledge and how to acquire it. Succeeding 
articles will describe key-types of watches, and will be 
illustrated with pictures of specimens to identify the 
most important periods and epochs in the evolution of 
watchwork from its earliest establishment as an im- 
portant industry. The first century of watchmaking 
will be ignored. Watches made then were the baubles 
of princes; probably all of them that are in existence 
are now in museums; they are not a subject for a prac- 
tical article on watches that may turn up for purchase 
nowadays; and this discussion does aim to be practical. 


Books Recommended for Study 


A comprehensive library of horological history and 
biography could contain about 100 books published dur- 
ing the past three centuries, most of them now rare and 
costly. Besides the objection of costliness, few would 
be willing or able to devote time enough to this study 
to make proper use of a large library on this special 
subject. The problem is to choose the few books among 
those now in the market, that will be the most generally 
useful and reliable. Three books that realize this are: 
“Watches,” by G. H. Baillie, a history of mechanical in- 
ventions and the evolution of watch mechanism and the 
design and decoration of watch cases; “Watchmakers 
and Clockmakers of the World,” by G. H. Baillie, an 
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It is a valuable ready reference list for the retail jeweler, 
manufacturer, importer and lapidary. 


Cloth bound, 58 pages, 7 x 5% inches. 


The Jewelers’ Circular-Keystone 
Chestnut & 56th Sts. 239 West 39th Street 
Philadelphia, Pa. New York City 





THE JEWELERS’ CIRCULAR-KEYSTONE 


for March, 1940 




















alphabetical list of about 32,000 of the more important 
makers, from the beginning of the industry up to the 
year 1825, with the dates of their careers, and brief 
biographical notes on the more prominent ones; and 
“Qld Clocks and Watches and Their Makers,” by F. J. 
Britten, a book that combines the features of both the 
Baillie volumes, but in considerably briefer treatment 
of each. 

But one feature of Britten’s book is important, and is 
not in either of the Baillie books—a set of tables of 
hall-marks. These are marks found stamped inside the 
cases of nearly all watches made in Great Britain, by 
government assay-offices, to prove the quality of the 
metal in gold and silver wares. The marks are various 
symbols—animals and other objects, initial letters, etc., 
in combinations indicating the locations of the assay 
offices where, and the years when, the cases were 
stamped. Because tables of hall-marks exist for all the 
years during which watches have been made, these marks 
are a most fortunate help in appraising rarity and valze 
in old watches, in which the age is always an important 
factor. Nearly all old watches that turn up in America 
are English-made, so these British hall-mark tables in 
Britten’s book fulfill requirements quite 
factorily. 

All that you may learn from these books must be 
brought to glowing life by examining and studying 
watches themselves. 


our satis- 


Watch Collections as Study-Material 


There are collections of watches in some of the great- 
est educational museums all over the world. There are 
also many finé collections belonging to private owners 
and not ordinarily open to inspection. A further classi- 
fication may apply to either public or private collections, 
depending upon whether the collector was or is inter- 
ested in some special aspect of watchmaking. Some, for 
instance, have favored watches of great mechanical com- 
plications: striking or musical mechanisms, astronomical 
pieces and the like; others, specimens illustrating the 
historical evolution of escapements, compensation, etc., 
still others, artistic beauty and decoration of the cases, 
and so on. 

Space limitation forbids giving a list of all the known 
collections here; this would amount to between 200 and 
300 of them. Probably many readers know of collections 
in their localities, or would know how to locate them. 
Usually leading jewelers know of any local private col- 
lections. Public museum collections are of course known 
and accessible. Private collectors probably own a much 
greater total of watches than are in all of the museums 
together. If a good private collection is discovered near- 
by, it is up to the tact of the student to arrange for an 
inspection. Advantage may be taken of the fact that 
persons with a hobby rather like to meet others similarly 
interested. This may offset any grudging of time by the 
collector; and there is one advantage in studying a 
private collection: the watches are not usually locked 
up in exhibit and 
intimately. 

It would be a satisfaction to describe some of the 
great museum collections, such as Henry Ford’s at Dear- 
born, Mich., the James Packard collection of highly 
complicated watches, bequeathed to the Horological 


cases, mav be examined more 
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Institute of America and on exhibition at the U. S. Na- 
tional Museum, Washington; the James Arthur collec- 
tion at New York University; the Fleisher collection in 
Memorial Hall, Philadelphia; the Chamberlain collec- 
tion at the Art Institute, Chicago; and many others. 

But the collection containing the widest range of 
specimens is that of the Metropolitan Museum in New 
York City, and for lack of space to deal with the others, 
we will use this great collection as an example. The en- 
tire Metropolitan collection includes the J. Pierpont 
Morgan collection and a number of other smaller but 
very choice groups of watches. 

The nucleus of the Morgan collection was the one 
made by Carl Marfels of Berlin. Marfels was a travel- 
ing salesman, calling on watchmakers and jewelers in 
European countries. His biographer says: “He began, 
like other collectors, with the acquisition of cheap speci- 
After training his eye, he discarded inferior 
specimens, purchased more valuable ones, again dis- 
carded these to make room for more select ones, so that 
he finally obtained a selection of the very first order. 
His former acquisitions formed as it were a kind of 
training school for the first class collection finally 
formed.” 

It believed antiquarian circles, 
although it was not announced by Mr. Morgan, that the 
price paid Marfels for fifty watches was in the neigh- 
borhood of $50,000 each. 

However near the truth this may be, Marfels’ career 
may be considered the perfect example of the progress 
which in greater or less degree must be followed by any- 
one aspiring to become an authority on old watches. 
This process is a gradual accumulating of knowledge 
through study and experience. Marfels in his travels 
among watchmakers and jewelers occasionally noticed 
an old watch that attracted his curiosity. As he pur- 
chased or traded these, the education of his taste and 
knowledge grew. He augmented this by studying books 
and watches in museums and other collections; persis- 
tence eventually made him perhaps the highest authority 
on antique timepieces of his time. 

Those of us who would study this subject now, have 
the immeasurable advantage of the work in which Mar- 
fels was one of the pioneers; and of the public generosity 
of the elder Morgan who brought the Marfels collection 
to America and bequeathed it to the Metropolitan 
Museum for the benefit of all of us. And this is just one 
example of many other cases of public benefactions in 
the same field. 

In museums in general, if one can show the authorities 
some credentials as a serious student, rather than merely 
as an ordinary “looker” at a collection, he sometimes 
may obtain special help from the museum staff in mak- 
ing studies. Managing this, as in obtaining permission 
to study private collections, is a matter for whatever 
ability one may have in a good approach and follow- 
through in human relations. Since there is no business 
obligation, one must appeal to good-will mostly, and 
success usually depends upon skill in this. 

(To be continued) 
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[Ed. Note: Books mentioned in Mr. Bowman’s article may 
be obtained postpaid from the Book Department of THe 
Jewevers’ Crrcutar-Keysrone; “Watches,” by G. H. Baillie, 
$15; “Watchmakers and Clockmakers of the World,” by G. H. 
Baillie, $10.75; “Old Clocks and Watches and Their Makers,” 
by F. J. Britten, $12.75.] 
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gemini INSTRUMENTS—What do you think 
of watchmakers getting into aviation instrument 
work? Has this line better prospects than watch re- 
pairing? (Question No. 5292.) V. F. Co. 


Answer—We feel like doing what Abraham Lincoln 
often did; answering a question by asking one: What 
advantage do you feel you might find in a career in avia- 
tion instrument work, over one in watchwork? Isn’t any 
such feeling due to the idea that aviation is a new and 
“coming” industry, in which the going will be somehow 
easier than in the older one of watchmaking and repair; 
ing? Undoubtedly aviation is comparatively new; and 
the instruments used in it must be kept in order by 
skilled workmen. But does this mean necessarily that 
one would do better for his future by making a change? 
Perhaps the best answer is a conditional one: “It all 
depends.” 

If the watchmaker is competent, highly skilled, and 
has besides the personal qualities that fit a man for suc- 
cess in business, then in general we suggest that he might 
do better for his future by sticking to watchwork, and 
developing his career toward the eventual ownership of 
a business. This advice would fit the type of man who 
likes responsibility ; who has an enterprising spirit; who 
has that independent make-up that finds its expression in 
what is sometimes termed “the American way.” The 
truth is that there are not enough of this sort of men 
to supply fully the demand for their services that exists 
in this country. Our observation is that such men usual- 
ly get along and in time build for themselves businesses 
in the watch and jewelry field that satisfy their desires 
for financial independence and other social satisfactions. 

On the other hand, men who prefer to work with less 
initiative, and who are not enterprising, may find in avia- 
tion instrument work a vocation that affords good wages 
and a reasonable assurance of constant employment. But 
even at that, it should be recognized that the places of 
employment—aviation depots of the Army and Navy, 
civil aeronautics fields, and aircraft instrument factories 
—are few and far between, compared with watch repair 
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WORKSHOP 
QUESTIONS 
AND 
ANSWERS 


shops and jewelry stores; and in the former, employ- 
ment conditions may resemble those in large industry, 
with a greater separation between employer and employe 
than in the business of watch repairing. Such informa- 
tion as we have does not indicate anything like better 
wages in aviation instrument work than for really profi- 
cient watchmakers; and we do not think watchmakers 
who are somewhat short of good ability, would find this 
offset by entering the other field. : 

These ideas are as far as we would attempt a general 
answer to your question. Any further advice would have 
to depend upon knowing the facts about some particular 
job; these may make that job attractive for special rea- 
sons. 


IL ROLLER-J EWEL?—Should we oil the roller- 
jewel in a small bracelet watch? I hear this dis- 
puted both ways. (Question No. 5293.) V. F. 
Answer—There is no uncertainty in the right an- 
swer to this question—that is, it is not open to dispute, 
that the roller-jewel should not be oiled. The reasons 
for this are, first, that the friction in the fork-and-roller 
action is almost entirely of the “rolling” kind; what 
slight advantage there would be in lessening it by oiling, 
would in a few weeks be overcome by disappearance of 
the oil, because there is no “reservoir” effect like there 
is at pivot bearings, etc.; and secondly, evaporation of 
oil is exaggerated by the passage of the roller-jewel 
through the air, and the severe impacts of jewel against 
fork-slot sides. Oil applied to fork-and-roller soon be- 
comes thickened, collects dust, and then is a mechanical 
disadvantage instead of an advantage. 


ESTING GOLD—Sometimes when testing karat of 

gold, the acid (nitric) acts so slowly that I am afraid 
I do not get accurate results. This is so always when 
the gold is pretty high karat. I use regular black stone 
and testing needles, and have this trouble even when the 
acid is just freshly bought. (Question No, 5294.) M. R., 
Inc. 
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Answer—Y ou may speed up the action of the acid by 
adding a few grains of table salt to it after spreading it 
on the test-stone. This is advisable when the gold being 
tested is richer than 10 karat. But if you have much 
gold to test that is above 14 karat, better use “aqua 
regia” —a mixture of nitric and muriatic acids. There 
is some danger for one who is inexperienced, in combin- 
ing these acids, and it may be safer to let your druggist 


do this for you. 


ART-CUT BALANCES—What kind of balance do 

I run across sometimes with a cut in the rims that 
doesn’t go all the way through? It seems like a com- 
pensation balance, as it has the regular screws on rim, 
but how does it work? Should we saw the cuts through? 
(Question No. 5295.) H. O. Co. 


Answer—These are imitation compensating balances, 
used mostly in watches of cheap Swiss manufacture. 
They, of course, do not compensate at all for variations 
of temperature; they are made of one metal instead of 
bimetallic (brass and steel), and soft metal at that; so 
they should not be sawed through, as this wouldn’t make 
them compensate, and would make it difficult to true 
them. They should not be mistaken for the monometal- 
lic balances used with elinvar or other alloy hairsprings ; 
the latter do not have the partial cuts on the rims that 
indicate an imitation compensating balance. 


EMENTING IVORY—Please give me the best 

formula for making a cement for fastening table 
knife blades in genuine ivory handles, in a fine old set 
of them. (Question No. 5296.) H. H. 


Answer—One of the most-used cements used by cut- 
lers when genuine ivory was in fashion for fine tableware 
is: rosin, 4 parts (by weight) ; beeswax, 1 part; plaster 
of paris, 1 part, melted together. Fill the hole in the 
handle with this, after cleaning out old cement; heat the 
tang of the blade and push it into the handle, cleaning 
off the surplus cement that is crowded out. 


ET—What material are the black beads and other 

mourning jewelry made of when they are said to be 
“genuine jet’? I mean is it a natural stone, or manufac- 
tured, and where does it come from? (Question No. 
5297.) J. McG. 


Answer—Genuine jet is a somewhat rare form of 
bituminous coal, found in Germany, France and Spain; 
but most of the best jet comes from England, along the 
Yorkshire coast of the North Sea; where the center of 
the industry of manufacturing it into jewelry is in the 
town of Whitby. Its special qualities, differentiating it 
from ordinary bituminous coal, are its comparative hard- 
ness, and capacity for taking a high polish. 


ORSION PENDULUM-—Can these 400-day clocks 
be made in any way so as to compensate for heat and 
cold? (Question No. 5298.) P. M. 


Answer—Practically, no. They are popular because 
of their long running without rewinding, which is pos- 
sible by the use of the torsion pendulum—a long ribbon 
of steel that twists and untwists between beats of the 
escapement—and while they keep fairly accurate time, 
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they have never been marketed with any claim to pre- 
cision timekeeping. We have never heard of any experi- 
ments in using an alloy steel for the pendulum ribbon, 
such as elinvar; and would not hazard a guess at the 
possible results of this. The problem is quite different 
from that of the hairspring in a watch. In the clock 
itself there are factors of mechanical action that might 
offset an advantage to its timekeeping that might be 
gained by a compensating pendulum. 


BSOLETE PARTS—I have a complaint against 

material dealers. It is about trouble getting bal- 
ance staffs in the genuine, for certain old model watches. 
My material house took this matter up with the manu- 
facturers, and the answer I received was that they only 
made pivot sizes 11 and 12, and that these would fit if 
some one had not put in an imitation jewel. This is often 
untrue, and the attitude taken is causing some to use 
imitation staffs instead of the genuine, which we should 
be able to get in an oversize pivot. This company would 
probably say that the thing to do is to replace the jewel. 
But it is more convenient for the watchmaker to reduce 
the size of the pivot than to replace the jewel. I can get 
oversize pivots for most watches. I believe some com- 
panies are losing a large amount of staff business due 
to absence of a cooperative attitude toward the watch- 
maker. (Question No. 5299.) R. K. Co., Ine. 


Answer—We agree with you, of course, that it would 
be desirable for dealers to have on hand everything that 
might possibly be needed. But we must, if we are to be 
fair to material dealers, see this problem through both 
their eyes and our own. Like all other merchants, they 
must keep their stocks limited, to a reasonable degree, to 
items for which the entire trade affords a fair demand. 
If they were to keep in stock as full a variety of parts for 
models of watches that have grown obsolete as for cur- 
rent models, eventually they would have more money 
invested in totally dead stock than in salable goods. This 
would inveitably mean bankruptcy. After a watch model 
is discontinued by its manufacturer, although people still 
carry these watches, they gradually go out of use; and 
sales of parts for them decline accordingly. There 
comes a time when each material dealer must judge that 
sales volume has become so small that he is compelled to 
discontinue stocking those parts. This decision cannot 
be affected by the fact that once in a long while one of 
these parts might be ordered. The dealer must control 
his stock as a whole; and this problem of obsolescence is 
always with him; he must act according to sales-volume 
of each item arising from all of his customers, not per- 
haps from one of them in whose territory there might 
be more-than-ordinary of the obsolete watches in use. 
The only reason a merchant ceases to stock, or a manu- 
facturer to make, any piece of goods, is that his custom- 
ers do not buy enough of it to justify having it for sale. 
It is this, and in no sense whatever an “absence of a co- 
operative attitude toward the watchmaker” on the part 
of material dealers, that is back of the condition about 
which you complain. It is a well-known fact that a staff 
or other part sometimes is needed that cannot be bought, 
and will have to be made outright if the customer wants 
the job done. Any competent watchmaker can do such 
work in a short enough time to make a profitable job 
out of it. 
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Situations Wanted. 


Under this heading, 75¢. for first 25 
words, 5c. for each additional word: 
minimum charge, 75c. 





STENOGRAPHERS, BOOKKEEPERS, 
typists, clerks furnished; no charge. 
Fulton Agency, 93 Nassau St., Cort. 
7392, New York. 





IF YOU ARE IN NEED of a watch- 
maker, jeweler or optician, write to 
Henry Paulson & Co., 37 So. Wabash 
Ave., Chicago, IIl. 





RETAIL SALESMAN, 15 years’ experi- 
ence, display, details, thorough knowl- 
edge; good references. Address “R., 
2310,” care Jewelers’ Circular-Keystone. 





MAN, 34 years old, 15 years’ experience, 
good salesman, thorough knowledge, 
manage; best references. Address “P., 
2309,” care Jewelers’ Circular-Keystone. 





WATCHMAKER, 21 years’ experience, 
with reputable firms; references; New 
York or Yonkers. Address “W., 2388,” 
care Jewelers’ Circular-Keystone. 





ENGRAVER, highly experienced, artistic 
designs; fine cutting; abstenious. Ad- 
dress “D., 2291,” care Jewelers’ Circu- 
lar-Keystone. 


FIRST CLASS watchmaker, 28 years’ ex- 
perience, desires position; willing to go 
anywhere. Address “A., 2287,” care 
Jewelers’ Circular-Keystone. 





IKXPERT combination mechanic, watch- 
maker, jeweler, engraver, wants posi- 
tion extreme Southwest; first class 
character and ability. Tom McCarty, 
320 West Broadway, Muskogee, Okla. 





YOUNG MAN, three years’ experience, 
desires position as second watchmaker ; 
own tools; reference. Kenneth C. 
ener 37 Grassy Plain St., Bethel, 
Yonn. 





SALES WRITER of recognized ability, 
clean character and pleasing personal- 
ity, available now for modern credit 
jewelry, in the Midwest. Address “B., 
2424,” care Jewelers’ Circular-Keystone. 





ORDER CLERK, stenographer with 
knowledge of bookkeeping and office 
detail work; experienced in wholesale 
line; references. Address “D., 2322,” 
care Jewelers’ Circular-Keystone. 





EXPERIENCED watchmaker, plain en- 
graver and light jewelry repairer, 
wants position; salary $30 a week; 
married; age Mack Warren, 
Lowrys, S. C. 





JUNIOR watchmaker, engraver, jeweler; 
a recent graduate of Bradley; young, 
neat appearance, desires position; sal- 
ary $25 per week. Robert B. Whelan, 
Box 2318, Bisbee, Ariz. 





ENGRAVER of long experience desires 
position in high class store; fine in- 
scriptions and monograms; New York 
City or East. Address “Grabar, 2420,’ 
care Jewelers’ Circular-Keystone. 





RETAIL SALESMAN, 15 years’ thorough 
experience; every phase of cash and 
credit business; finest references. Ad- 
dress “A., 2417,” care Jewelers’ Circu- 
lar-Keystone. 





POLISHER experienced on every type of 
jewelry; 20 years with one reputable 
concern; can furnish excellent refer- 
ences. Address “H., 2379,” care Jewel- 
ers’ Circular-Keystone. 


CREDIT jewelry store manager, 15 years 
with same firm as buyer, advertising 
selling and sales promotion, wishes t¢ 
make change with progressive firm 
Address “S., 2311,” care Jewelers’ Gir. 
cular-Keystone. 





BRACELET watchmaker, about middle 
age, Christian; many years’ experience 
in stores and factories; weekly wage 
or piece work; watchwork only. Aq. 
dress “D., 2349,” care Jewelers’ Circy- 
lar-Keystone. 





WATCHMAKER, honest, sober, experi- 
enced all sizes; few comebacks; fine 
optical assistant; clocks if desired; 
particulars first letter; East. Daniels, 
Watchmaker, General Delivery, Hart- 
ford, Conn. 





ENGRAVER, first class, letter and mono- 
gram; do some watch, clock and 
jewelry repairing; salesman; in last 
position 10 years; honest, sober, 
married ; Christian. Address “N., 2306,” 
care Jewelers’ Circular-Keystone. 








SALESWOMAN thoroughly experienced, 
wholesale and retail, also capable 
executive and manager. Address “V., 
2386,” care Jewelers’ Circular-Key- 
stone. 





CREDIT STORE manager, 10 years’ ex- 
perience; A-1 salesman; preferably 
New York or New Jersey;. excellent 
references; married. Address “D., 
2394,’ care Jewelers’ Circular-Keystone. 





YOUNG LADY, full charge bookkeeper, 
stenographer and all office details; ex- 
perience jobbing, manufacturing, dia- 
monds; A-1 references. Address “A., 
2303,” care Jewelers’ Circular-Keystone. 





YOUNG MAN, nine years’ experience 
with wholesaler and jobber, general 
office work, bill and order clerk. Ad- 
dress “K., 2365,” care Jewelers’ Circu- 
lar-Keystone. 





SALESMAN, 20 years’ retail experience 
as salesman and store manager; take 
complete charge, estimate on and do 
rush watch repairs. Henry Morrison, 
3331 Highland Ave., Camden, N. J. 





JEWELER, experienced in repairing and 
special order work, also manufacturing 
and polishing; best of references. Ad- 
dress “H., 2274,” care Jewelers’ Circu- 
lar-Keystone. 





DIAMOND MAN, 12 years’ experience 
with large jewelry manufacturer; as- 
sorting loose diamonds, also mounted 
work; excellent references; available 
immediately. Address “L., 1964,’ care 
Jewelers’ Circular-Keystone. 





BOOKKEEPER, credit manager; young 
man, six years’ experience as_ full 
charge bookkeeper and assistant credit 
manager; will go anywhere; excellent 
reference furnished. Address ‘“M., 
2097,” care Jewelers’ Circular-Keystone. 








COMPETENT watchmaker desires posi- 
tion with first class retail firm; age 31; 
Bowman Technical School trained; ref- 
erences as to ability and character. Ad- 
dress “C., 2152,” care Jewelers’ Circu- 


YOUNG MAN, seven years’ experience 
with several outstanding Swiss watch 
importers ; full knowledge of managing 
and merchandising; best references, 
Address “C., 2348,” care Jewelers’ Cir- 
cular-Keystone. 





WATCHMAKER, 27 years’ experience all 
grades of watches and clocks; close 
timing ; casing; light jewelry repairing; 
position New York or vicinity. Address 





“J., 2380,” care Jewelers’ Circular- 
Keystone. 
CERTIFIED watchmaker, Bowman 


trained, 16 years’ watchwork; head 
watchmaker experience in large store; 
also ring sizing; age 32, married; neat 
appearance; $50. Address “R., 2338,” 
care Jewelers’ Circular-Keystone. 





SALESMAN, managerial ability, 10 years’ 
experience with largest credit jewelry 
stores in New York; age 27; college 
graduate; excellent references. Address 
“K., 2382,” care Jewelers’ Circular- 
Keystone. 





SALESMAN, eight years’ experience re- 
tail credit jewelry business; perferably 
position in greater New York, but 
would consider out of town; thorough 
knowledge of business: married; age 
32. Address “A., 2345,” care Jewelers’ 
Circular-Keystone. 





PLATINUM, gold jeweler, and _ setter, 
good repairman, desires steady work; 
have position finest store here; like to 
make change; Michigan preferred. <Ad- 
dress “Y., 2344,” care Jewelers’ Circu- 
lar-Keystone. 





CONFUCIUS SAY: jeweler who need 
AA-1_ sales-bringer-inner also _ top 
notch-credit-collection manager, would 
do wise thing for his business to com- 
municate with “H., 2326,’ care Jewel- 
ers’ Circular-Keystone. 





IF YOU CAN pay $50 weekly consider 
this ad; 20 years’ experience cash and 


credit; manager, buyer, salesman ; 
capable taking T. O.; trim attractive 
windows. Address “G., 2325,” care 


Jewelers’ Circular-Keystone. 


FINE CLOCKMAKER would like change; 
specializes on tubular chimes, grand- 
father clocks, all electric; been with 
present concern 20 years; California or 
Florida only. Address “E., 2292,” care 
Jewelers’ Circular-Keystone. 








JEWELER and clock man with some Op- 
tical experience, unmarried, strong and 
able bodied, is willing to do any kind 
of work about a jewelry store; do er- 
rands or porter work; Chicago. Phone 
Steward 7139. 


DIAMOND BUYER, also production man, 
with many years’ experience in bunch 
rings, seeks new connection, preferably 
with chain store concern; finest refer- 
ences. Address “J., 2278,” care Jewel- 
ers’ Circular-Keystone. 











BOOKKEEPER, stenographer, thorough- 
ly competent to take full charge, 
credits, collections and correspondence ; 
10 years’ executive experience in jewel- 
ry trade. Address “G., 2270,” care 
Jewelers’ Circular-Keystone. 





lar-Keystone. 
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WANTED TO PURCHASE—Continued 








3ST PRICES paid for used watch- 

mgr eet lathes, benches and materials ; 

also jewelry machinery. S. Pollack, 141 
Hester St., New York City. 


————— 
HIGHEST PRICES guaranteed sterling 
silver flatware and hollowware, also 
old mine diamonds and antique jewel- 
ry; get our offer. Alvin Frank, 9 
Maiden Lane, New York. 





MACHINE wanted; will 
puy used Leiman polishing machine 
with dust collector; must be in good 
condition and reasonable. Smith’s 
Jewelry, Dublin, Ga. 


POLISHING 





JEWELRY STORE, established in New 
York City or vicinity within 100 miles; 
give details, also reason for selling; 
will pay all cash if price is reasonable. 
Address “E., 2488,’ care Jewelers’ Cir- 
cular-Keystone. 


WANTED black Onyx, Amethyst and 
black enameled earrings, crosses, 
pendants, English chain bracelets, etc. ; 
also rose diamond rings. M. Lossman, 
jeweler, 2460 Mission St., San Francis- 
co., Calif. 


ESTABLISHED retail jewelry _ store 
wanted in substantial community; pre- 
fer cash store with credit possibilities ; 
send full details. Address “S., 2415,” 

care Jewelers’ Circular-Keystone. 











STERLING flatware patterns wanted; up 
to 75c. per ounce for full or broken 
sets, serving pieces, souvenir spoons 
(small size only), coffee spoons, hol- 
lowware, etc.; send list of silver you 
have and ask for illustrated card of 
popular patterns, handy as permanent 
reference. Key’s, 1809 Main St., Dallas, 
Texas. 





FROM OUR EXPERIENCE in the jewel- 
ry business, we know that often it is 
necessary to take silver, both flat and 
hollowware, in exchange; the average 
jeweler has no outlet for this class of 
merchandise except to the refiner at old 
metal prices; we can use this silver 
and will pay much larger prices than 
the old silver value; send to us for 
cash offer; we will pay highest cash 
price for old mine diamonds, antique 
and diamond jewelry. Julius Goodman 
2 Son, 43 South Main St., Memphis, 

enn. 








Watch Work, etc., for the 
Trade 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








NATIONAL WATCH Repairing Co. ren- 
dering prompt and efficient service to 
a discriminating clientele all over 
U. S. 727 Sansom St., Philadelphia, Pa. 





DIE AND HUB cutting; fine work at 
low prices. Daniel Birkner, 260 Fort 
Washington Ave., New York. Phone 
WI. 2-8674. 





RELIABLE watch repairing for the trade 





since 1921; efficient and dependable 
mail service. Standard Watch Service, 
146 Fifth Ave., New York. 

TRADE watch repairing; prices reason- 
able: work guaranteed, and prompt 
service. G. Edward Fleisher, P. O. Box 
944, Lancaster, Pa. 

WATCH REPAIRING for the trade by 
certified and factory watchmaker; one 
job or several given prompt attention. 


Paul Hinman, 950 Columbia Ave., Lan- 
caster, Pa. 








FINE WATCH repairing for the trade, 
at moderate prices; out of town ac- 
counts solicited ; established 1917. Man- 
hattan Watch Repairing Co., 21 Maiden 
Lane, New York. 





SPECIALIZING in fine watch repairing 
to the trade; take advantage of Mr. 
Jos. Rothman’s 20 years’ watch repair- 
ing experience; reasonable prices; fast 
mail service. Jos. Rothman & Sons, 725 
Sansom St., Philadelphia, Pa. 


FINE WATCH REPAIRING for the 
trade since 1912; expert watchmak- 
ers, no cleaning machine; prompt 
service; trial order will convince 
you. David Gubin, 714 Sansom St., 
Philadelphia, Pa. 


SPECIALIZE in making any part for 
plain or complicated fine watches; also 
high grade watch repairing; member 
of Horological Institute of America, 
Washington, D. C., and MHorological 
Society of New York. M. Aschendorf, 
11 John St., New York City. 











HIGH CLASS watch repairing for the 
trade; guaranteed results that will hold 
your confidence at prices that are mod- 
erate; excellent references furnished ; 
out of town accounts solicited; Holmes 
Protection. Haskel Melnick, 70 Fulton 
St., New York. 





FINE WATCH repairing at lowest cost; 
excellent references; 22 years’ experi- 
ence; a trial by those interested in 
better workmanship will assure com- 
plete satisfaction; prompt mail ser- 
vice. Schwartz Watch Repair Labora- 
tory, 1243 Boynton Ave., Bronx, N. Y. 


GUARANTEED watch repairing (no 
cleaning machine), expert watch- 
makers; promptest service; trial 
order will convince. S. A. Peck & 
Co., 55 East Washington St., Chi- 
cago, Ill. 








HIGH CLASS watch repairing; cut down 


your overhead; mail service; Bradley 
trained, experienced watchmaker guar- 
antees prompt _ service, reasonable 
prices, first class workmanship; no 
cleaning machine. G. E. Hallam, Van 
Wert, Ohio. 





GUARANTEED watch repairing for 
the trade; established 1910; highly 
skilled workmanship at positively 
lowest prices; quick mail service; 
trial convinces; send for price list. 
Wolf Co., corner 8th & Sansom Sts., 
Philadelphia, Pa. 


GUARANTEED WATCH repairing; 
prompt service, absolutely lowest 
prices; a trial will convince you; 
Western Electric Watch Master Ma- 
chine used to regulate watches; 
bank and trade references furn- 
ished. Utica Watch Repair Co., 54 
Franklin Square, Utica, N. Y. 











Special Order Work and 
Repairs for the Trade. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








JEWELRY AND WATCH repairing; 
since 1914 we have repaired watches 
and jewelry for the trade; all repairs 


finished like new. Hasenjaeger Bros. 
Jewelry Co., 505 Arcade Bidg., St. 
Louis, Mo. 





DIAMOND SETTERS, jewelry repair- 
ers, skilled, efficient workmanship 
and prompt service ; reasonable 
prices. D. Geller, 51 Chrystie St., 
New York City. 


PENS REPAIRED FOR DEALERS; 
fountain pens, desk pens, ‘“Vaku-um” 
pens, pencils, etc., repaired at standard 
prices; mail all makes to one place for 
better service; est. 1904; we feature 
gold pen points and repairing. Welty 
he and Repair Co., 38 S. State St., 
Jnicago. 











AUTHORIZED fountain pen service to 
dealers everywhere; minimum factory 
prices and policy, plus quicker delivery 
and the advantages of combining all 
make pens under one mailing; saves 
more than half your postage cost. Open 
eee. Miller’s Pen Service, Atlanta, 

a. 








Co Let. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


SMALL semi-private office in connection 
with old established crystal firm; low 
rent; admirably suited for retailer with 
private following. Apply, 542 Fifth 
Ave., Room 66, New York. 














Patents 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 








PATENT ATTORNEY secures patents, 
trade-marks, copyrights; call or send 
me your sketch or model; confidential 
advice; literature. Polachek, 
1234 Broadway, New York. 


INVENTORS: send for my free 72-page 
book; conscientious, prompt personal 
service on all patent matters; regis- 
tered patent attorney. L. F. Randolph, 
Dept. 764, Washington, D. C 











#liscellaneous. 


Minimum charge (25 words) $1.50 
Additional words, 5 cents a word 


LEARN WATCH REPAJRING by doing 
it; thorough training under expert 
instructors. For information write 
Standard Watchmakers Institute, 111 
West 11lith St., New York. 











WATCHMAKERS; increase your ability 
through the highly recommended 
books: “Rules and Practice for Ad- 
justing Watches” and “Practical Bal- 
ance and Hairspring Work” by Walter 
geen Your jobber or trade jour- 
nal. 


MISS RECHA SCHNELLING, expert 
piano teacher, from Berlin, daughter 
of the deceased jeweler, Abram Schnel- 
ling, from Warsaw, gives piano instruc- 
tions in English, French and German 
languages to beginners and advanced 
students; reasonable rates. 3495 Broad- 
way, Apt. 63, New York. 











YOU WANT A POSITION 

YOU WANT A SALESMAN 
YOU WANT A WORKMAN 
YOU WANT TO EXCHANGE 
YOU WANT A PARTNER 
YOU WANT TO SELL OUT 
YOU WANT TO SELL TOOLS 
YOU WANT TO LET A PLACE 
YOU WANT ANYTHING 








USE THE 


Want Advertisements 


of the 


Jewelers’ Circular- 
Keystone 
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S| MOSESOHN 





Gruen’s New Empire Stater 


q Si Mosesohn is the latest addition to 
the sales force of the Gruen Watch Co., 
and is serving as their representative in 
New York State. A native of Roches- 
ter, Mr. Mosesohn for the past 11 years 
has been associated with the Germanow- 
Simon Machine Co., for whom he trav- 
eled throughout the entire country. 
qC. W. Trout, assistant director of 
sales for Oneida, Ltd., is making a trip 
through the West calling on the jobbers, 
branch offices and the firm’s salesmen. 
He is optimistic over the prospects of a 
good silver business in the immediate 
and long-range future. 

q John Joseph, salesman for M. A. 
Mead & Co., Pittsburgh, is sporting a 
new Oldsmobile. 

q Employes of the Samuel Weinhaus 
Co., Pittsburgh, recently presented Henry 
Brooks, veteran salesman for the com- 
pany, a Waltham pocket watch upon the 
occasion of his 50th birthday. 

q Ed Inhoff, Ripley & Gowen Co.; 
George Fleming, Bojar Co.; Howard 
Seebeck, Armbrust Chain Co.; and 
George Dahlman, Cheever, Tweedy & 
Co.; are among the “Boys On the Road” 
in Florida enjoying golf, bathing and 
deep sea fishing. 


q Harry Lesch, well known factory 
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“The Boys on the Road” 


A monthly department of personal news notes about the men who sell to the jewelry trade 





representative of Chicago, now repre- 
sents the Klebanoff & Grossman, New 
York, line of mountings in the Middle- 
west territory. 

q Appointment of R. F. Barr as rep- 
resentative for the Jewelers Supply Co., 
84 Peachtree St., Atlanta, has been an- 
nounced by George R. Newton, president. 
Mr. Barr will cover Georgia, Florida 
and Alabama for the company. 

q Joseph Lipschutz, of the Wyler 
Watch Co., 9 Rockefeller Plaza, New 
York, left on a six weeks’ trip through 
the South and Southwest Feb. 1. 

q.D W. Douglass, Simons Bros. Co., 
269 S. 9th St., Philadelphia, left Feb. 20 
on a month’s trip to Chicago and through 
the Middle West. 

q Sam Newman, New York, wholesaler 
of diamonds and mountings, was con- 
fined to his room in the Hotel Sinton, 
Cincinnati, for several days, a victim of 
the “flu. Mr. Newman had been in the 
Queen City several weeks before and 
toured the Central West. When he 
reached Cincinnati a second time he was 
forced to bed, but made a good recovery. 
Other traveling men making Rhineland 
recently were Billy Lewe, Sam Stone, 
Bill Hayes, Charles Mealy, Louis Radt, 
Sam Weintraub and Eban Barker. 

q Paul Schumer of Schumer Bro. Co., 
Cincinnati, and Jacob Davis of Barnett 
Davis, Pittsburgh, Pa., have joined the 
Town Criers of Cincinnati. That puts 
the roster at about 90, according to the 
records of J. Charles Hummel, Criers’ 
secretary. 

q Philip Marenstein, of Aisenstein & 
Gordon, 712 Sansom St., Philadelphia, 
left Feb. 14 for a trip of several weeks 
through New York and Pennsylvania. 
q Edwin Koshland, of Koshland Bros., 
1015 Chestnut St., Philadelphia, toured 
Pennsylvania and Maryland on a busi- 
ness trip in February. 

q B. G. Anderson, 220 W. 5th St., Los 
Angeles, is now West Coast represen- 
tative of the Mossalone Co., New York, 
platinum diamond jewelry. 











"I'M JIM WORRALL..." 





“AND I'M GEORGE KEERSON" 


FRIENDS of these two gentlemen thought they were ‘'seeing things'' in last month's J.C.-K., when, due 


to a mix-up of pictures, the photograph of James 


M. D. Worrall appeared over the announcement that 


Mr. Keerson will represent Longines-Wittnauer in New York State and Western Pennsylvania, and the 
picture of George J. Keerson accompanied the news that Mr. Worrall will represent Longines-Wittnauer 


in Kentucky, Tennessee, Alabama and Louisiana. 


In spite of the picture swap, both covered their new 


territories successfully. Jim Worrall used to be eastern sales manager for Proctor Electric Co., and is 


experienced in merchandising, advertising and sales promotion. 


highly technical subjects, watches, in particular, and sports, in general. 
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George Keerson is an expert on two 

















Wedding Bells Rang 


q Al Goulpie, who covers part of the 
South for the Bulova Watch Co., was 
married to Miss Ann M. Klippel of 
Clifton, N. J., at Holy Trinity Church 
in Passaic. A dinner followed for the 
bridal party at the Alexander Hamilton 
Hotel in Paterson. The newlyweds left 
for a honeymoon in the South. 

q Kenneth C. Gifford, newly appointed 
sales manager of Schick Dry Shaver, 
Inc., last month, announced the appoint- 
ment of ten new territorial sales super- 
visors as the first step in the company’s 
expanded sales program. The new men 
are: 

J. H. Blinn, manufacturer’s represen- 
tative, covering the Rocky Mountain 
States, with his own sales force. 

J. A. Strecker, recently head of the 
Home Laundry Equipment Division of 
R. Cooper, Jr., of Chicago. 

C. G. Gifford, formerly with the Clark 
Water Heater Division of the McGraw 
Electric Co., the last two years as sales 
promotion manager. 

B. I. Smith recently district supervisor 
for the General Electric Co. in the Mid- 
dle West. 

Henry Hofmann, Jr., recently sales 
manager of the Camfield Mfg. Co., Grand 
Haven, Mich. 

K. L. Taylor recently sales promotion 
supervisor of the Toastmaster Products 
Division of the McGraw Electric Co. 

C. W. Gumz recently with the 'Toast- 
master Division of the McGraw Electric 
Co. 
J. P. Bosk recently with the ‘Toast- 
master Products Division of the McGraw 
Electric Co. 

J. K. Munger recently with the Toast- 
master Division of the McGraw Electric 
Co. as sales supervisor and Eastern 
district manager with headquarters in 
New York. 

L. H. Simmonds recently with the 
General Electric Co. as heating device 
sales supervisor. 





Wicuita, Kans.—The South Central 
Kansas Watchmakers Guild heard W. B. 
Brasfield, technical chairman, lecture on 
“Positional Rating,” and explain com- 
mon faults and how to correct them, at 
a meeting Feb. 8. 





A. Hirsh & Son, San Jose, Calif., are 
observing their 25th year in business. 
This firm has closed a lease for a store 
in Salinas, Calif. 
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TOO EASY CREDIT 


THE other day we were reading an address which the 
president of a prominent shoe manufacturing concern 
delivered at a recent meeting of a shoe and leather asso- 
ciation. Substitute the word “jewelry” for “shoes”’ 
throughout the talk and it sounds almost as though he 
might have been speaking of and to, the jewelry trade. 

“Price competition induced by the ease with which 
inefficient manufacturing and retailing concerns can 
begin business,” he said, “has resulted in widespread 
price cutting, cut throat competition, and the failure of 
many enterprises in this field. 

“Although a large portion of shoe stores soon fail, 
they can in the meanwhile sit alongside of the retailer 
who is trying to stay in business, and take away that 
cream of the volume which means the difference between 
profit and loss. Then after a failure and reorganization, 
the same individuals are granted credit with which to 
start again under new names. The net result is that the 
legitimate retailer suffers.” 

We would like to tell this gentleman that the shoe 
business is not unique. Far too many weakly financed 
retail jewelry stores, too, have been encouraged to go 
into business by ridicuously easy credit from manufac- 
turers and wholesalers who, in the long run, have lost 
money by this fostering of excessive competition with 
already established stores. 


UNFAIR 


SOME of the manufacturers who complain of the 
quantity of business done in their goods by regular retail 
jewelers might do well to ask themselves if some of their 
own methods and policies aren’t at least partly respon- 
sible for the condition they object to. 

Jewelry retailers, too, have cause for complaint. How, 
they very properly ask, can the manufacturer who per- 
mits his line to be used as bait by the cut-price catalog 
house expect the legitimate retailer to sell effectively 
against this “loss-leader’’ competition? If the manufac- 
turer wants more volume from regular retail outlets, they 
say, let him eliminate, or at least not deliberately co- 
operate in, cut-price competition with regular retailers. 

Another cause for complaint which seems pretty diffi- 
cult to refute is the practice of some manufacturers, espe- 
cially in the watch industry, of putting stocks of mer- 
chandise on consignment into department and other 
stores just before Christmas-time, whereupon these other 
outlets set up a “watch department” which skims a lot of 
the cream off the Christmas business of the locality with 
“special sales” and “bargain offers,” and then, when the 
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Christmas rush is over, returns the unsold merchandise 
and discontinues the department. 

How, asks the jeweler, can those manufacturers expect 
me to sell their lines in competition with people who have 


no investment, take no risk, give no service, and who, | 
through the manufacturer’s help, merely pick the plum | 
of Christmas business, without having to carry on 


through the lean months? 


There can be no doubt of the fact that the cause of” 
many of the woes of which both manufacturers and retail- 7 
ers complain is squarely on the doorstep of the manufac- 9 
turer who, in his over-eagerness for more business, ig” 
himself discouraging the handling of his line by what 7 
should be his best outlets—the regularly established 


jewelry stores. 


50% OR 100%? 


THE Indianapolis Better Business Bureau, which 


has done some splendid work in combating raids on — 


legitimate retail business by the industrial catalog houses 
and retailing wholesalers, has done some digging into 
the facts of this subject in a way that groups of jewelers 
who are fighting the same evil could adopt with good 
effect for their own use. 

They took the catalog of one of the mail order houses 
that pretends to offer big savings in the form of a 
50 per cent discout from the “list prices” shown, picked 
out a list of typical items, and proceeded to find out what 
the same merchandise could be bought for at regular 
Indianapolis retail stores. The results make a most con- 
vineing piece of evidence to show employers that in 
permitting these catalogs and “courtesy cards’ to be 
circulated in their shops and offices they are only help- 
ing to gyp their own employes. 

One item listed in the catalog at $24.90, or $12.45 net, 
could be purchased locally for $9.95. Another whose 
net price in the catalog after subtracting the discount, 
was $11.95, was found in several stores at prices from 
$7.95 to $10. And so on down the list. 

We've suggested before, and we suggest again, that 
actual comparisons like these on specific pieces of mer- 
chandise should be made by every jewelry organization 


that’s fighting this battle, and made an integral part of 


their “sales talk.” 
It’s utterly unanswerable proof that the “50 per cent 
discount” is 100 per cent bunk. 


rel I. GE 


Editor 





